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frM.P." Always Gets Its Audience. Into whatever 

■ the Royal Canadian Mounted Police ride, audi- 
ts surrender willingly. A review in Variety tells why: 
fere is anything new under television lights . . . 
IC.M.P.") is it . . . the freshness lies in , . . every 
jracter, major and minor . . . Top thesping and 
I casting get the credit here, plus some of the nic- 
(Unsing ever shown . . . will reach top acceptance 
rever it goes . . . high drama and suspense in 
(7 show." No wonder audience count soared 800% 

■ previous programming when the "R.C.M.P." 
Is paraded into Atlanta over wlw-a. And Nielsen 
his: Baltimore, wbal-tv — viewers up 37%; Cleve- 
I kyw-tv — up 85%; Columbus, wlw-c — up 71%; 
I York City, wnew-tv — up 138%; in Los Angeles, 



kttv - up 48%; San Diego, kfmb tv - a rise of 20%. 
Success Over And Over Again. In Boston, over wbz tv, 
with a 29.9 rating and 51% share, "R.C.M.P." leads 
all programs in its time period . . . captures more than 
twice the audience of its nearest competitor. In Cadil- 
lac-Traverse City, Michigan, over wwtv, "R.C.M.P." 
doubled the ratings of previous programming with a 
38.6 rating and a 78% share of audience. "R.C.M.P." 
is the only dramatic series based on the experiences 
of the world-famous Royal Canadian Mounted Police, 
ever to receive its official endorsement and cooper- 
ation. To capture bigger audiences, 
mount up and ride with "R.C.M.P." 

NBC TELEVISION FILMS, A DIVISION OF 
CALIFORNIA NATIONAL PRODUCTIONS 
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to pay for pilot of 
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LOCAL RETAILfyc DEMAND 

IMMEDIATE RESULTS 

IN PHILADELPHIA RADIO, THEY BUY WPEN 

SNELLENBURGS DEPART- RENAIRE FOOD PLAN se- PENN FRUIT SUPER- In the Past 5 Years WPEN 

MENT STORE has bought lected only WPEN to pro- MARKETS uses more time HAS CARRIED MORE RE- 
WPEN for Nine consecutive mote a Sunday open house. 
I years. No o7i^7 radio station More than a thousand peo on WPEN than on any other TAIL ACCOUNTS THAN ANY 

can make that statement. pie responded. two stations combined. OTHER LOCAL STATION. 

OUR BEST SOUND IS A 






RINGING CASH REGISTER Philadelphia 



Represented Nationally by gill-perna New York, Chicago, Los Angeles, San Francisco, Boston, Detroit. Atlanta 
THE CONSOLIDATED SUN RAY STATIONS . . , WPEN - Philadelphia • WSAl - Cincinnati • WALT - Tampa 
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(juant facts 



OOWMWITH 
♦POINTLESS 

AD BUDGETS 1 . 
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for all the facts 
just call 
SAN ANTONIO'S 




ABC Television in San Antonio., 
the Greatest Unduplicated Live 
Coverage in South Texas! 

Represented by 
THE KATZ AGENCY 
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DIGEST OF ARTICLES 



Will more clients shell out for web tv pilots? 

With th ree major BFJDO client? now financing show origination, agency 
program chiefs are examining practice** pros and cons at client request 

NAB puts teeth in Radio Code 

30 NAB Radio Code Board met in W aslnngton to set up a monitoring system 
for its Radio Code. Plan;; also were made to extend code's adaptation 



Prudential's tv by-products 

Insurance company sharpens public service image via extensive loan pro- 
gram for Twentieth Century episodes; project helps agents find leads 

Web tv's new daytime reach 

NBC rebuts advertisers' old theory that web daytime television is great 
for frequency, hut nighttime television is a better purchase for reach 

Fm a boon for office furniture, design firm 

Roberts Office Supply Co., Portland Maine, find fm most effective medi- 
um for reaching small but select market covering .Maine, X. H., Vermont 

Hagerty moves in at ABC 

At first press conference announcing hi> new post of ABC v. p. in charge 
of news, public affairs, Hagerty reveaU bis plans for the network 

Web tv ratings enjoy slight rise 

Television usage shows sharp increase over last year's drop; proves tv 
is not losing favor. Also contained in this section: Comparagraph 
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PURVEYOR'S 
PARADISE 



Iowa has 259r of the Grade A farm hint! 
in the U.S., and its farmers average $14,187 
per year income from this choice land. Yet 
farm income is only half of the picture in 
Iowa where income from industry now 
equals that from farming. 

WHO-TV covers 57 high-income counties 
in Central Iowa — one of America's most 
unique television markets. It embraces more 
top-income farm counties than any other 
television market in the U.S., and gives you 
Des Moines — Iowa's largest metropolitan 
center — as a bonus. In all, this is a big, 
important $2 billion market. 

Reach more of Central Iowa's prosper- 
ous rural and urban families, alike, with 
WHO-TV. It's an area worth reaching with 
the best you can buy. Ask your PGW 
Colonel for availabilities soon! 

Source: S*tle$ Management Survey of Buying Power, July 10, 
I960, and SRDS, October 15, 1960. 



WHO-TV is part of 
Centra) Broadcasting Company, 
which also owns and operate* 
WHO Radio. Des Moines 
WOC-TV, Davenport 
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WHO-TV 

Channel 13 * Des Moines 

NBC Affiliate 

Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Roben II. Harter, Sales Manager 

Pciers, Griffin, Woodward, Inc., Satiotnil Representatives 
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As the figures show for every quarter hour but one during the heavy buying period, Monday through 
Friday, ABC-TV is the number one network! ABC's leadership also displayed itself for the entire week, 
ending January 1, 1961.* ■ Supporting the general leadership are specific facts like the weekend 
achievements which showed ABC-TV's Roaring Twenties outdrawing Net Z's Bonanza, and New 
Year's Day, capturing over 53% of the three networks' Share of Audience with American League 
Football Playoff— a fitting climax to its first television season on ABC-TV. ■ Moreover, the two highest 
rated programs of the week were on ABC-TV: Sunset Strip with 31.4, and The Real McCoys with a 
30.5. ■ So with the New Year— again the trend is to ABC-TV— and tike we say— there is nothing harder 
to stop than a trend. 



RATINGS MONDAY THROUGH FRIDAY 7:30 PM TO 11:00 PM 





ABC-TV 






7:30-7:45 


14.4 


15.4 


15.1 


7:45-8:00 


15.8 


15.7 


15.3 


8:00-8:15 


16.9 


15.1 


16.5 


8:15-8:30 


18.0 


15.8 


16.6 


8:30-8:45 


21.3 


14.8 


15.9 


8:45-9:00 


22.0 


14.7 


15.8 


9:00-9:15 


22* 3 


16.5 


14.7 


9:15-9:30 


22.7 


16.9 


14.5 


9:30-9:45 


23.6 


17.6 


13.7 


9:45-10:00 


23.6 


18.7 


13.6 


10:00-10:15 


22.5 


18.0 


12.7 


10:15-10:30 


21.6 


18.0 


12.6 


10:30-10:45 


18.4 


16.1 


13.6 


- 10:45-11:00 


16.9 


15.8 


13.5 



and the 
leader 

all week 





WEEKDAY 
AVERAGE RATING 


OVERALL 
AVERAGE RATING FOR WEEK 
MONDAY THROUGH SUNDAY 


ABC-TV 


20.0 


19.1 


NET Y 


16.4 


18.1 




14.6 





'Source*. Program-appraisal supplement to national NTI reports for week 
ending January 1, 1961, Nielsen 24 Market TV Report, Average audience. 
Sunday 6:30-11:00 pm, Monday through Saturday 7:30*11:00 pm. 



ABC TELEVISION 





GATEWAY TO THE HEART OF SOUTH CAROLINA: 

The 257,961 people who make WIS-Tclc vision's home marker 
the stare's largest metropolitan area (and a close second in 
the two Carofinas after a 38.1% increase in the 1960 Census) 
^ive Channel 10 their major time and attention, not to say 
devotion. This adds up to a 78. 5 share of audience, says 
ARB (March 1960). And throughout South Carolina, WIS- 
Telcvision's 1526-foot tower, tallest in the South, delivers 
more of the state, more effectively than any other station. In 
short, South Carolina's major selling force is 




television . Columbia, south Carolina noc/abc 
a station of 

THE BROADCASTING COMPANY OF T11K SOUTH 
WIS-Telcvision, Channel 10, Columbia, S.C. 

VMS Radio. 560. Columb»a, S.C. * , X 

WSKA-'lV, Channel 12, MontRnmcrv, Ala. " ^( 
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Chicago's eye is 
always on 

WBKB channel 



sf.r, » 



^7 



4 

WBKB is Chicago's most exciting TV station! It attracts 



younger 



viewers (18 to 29), heavy viewers; 



(20 hours a week or more)... 



viewers most likely to try new productsU^tNow-because of our 



unique Transportation Promotion Campaign -more people in Chicago see 



Channel 7 than any of the other 3 channels in town! They see our 71 
where ver they go (in buses/^^J^.^g?^^ subways, trains, elevateds. 



Even in shopping .y^^gfrr center parking lots!) They see it whenever 



they go. So -when they get home, they go for WBKB, 



^ naturally! 



(78% of them-our independent research study tells us.) Our continuing 



*5 



(we change displays j^vr every month) campaign constantly sells 
network and local programming (Everything from 




^"private eyes" 



to public service... prime and fringe time.) Most important, it sells 



Si 



your clients'^™ products to more people... at absolutely no cost 
to the client! Got an eye for a good buy? M It's easy to see why... 



IN CHICAGO, CLIENTS CHEER^CHANNEL^ 

^^J« AMERICAN BROADCASTING COMPANY-AMERICA'S MOST EXCITING NETWORK! 
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One of the superior productions through which 
creative talent and community leadership are 
continually building new vision into Television 
on stations represented by 



Bt AIR-TV 



'Television, to us, is a tool 
with which we can open 
eyes to challenge, as well as 
brighten them with diver- 
sion. Through prime-time 
public affairs reports sueh 
as 'Lost Cargo,' researched 
and produced on a continu- 
ing basis, we and our adver- 
tisers give new impact to an 
old phrase: crusading jour- 
nalism." 

Otto P. Brandt 
Vice President 
Station KING-TV 



■to 



PUBLIC SERVICE 

that holds public interest 

Close study of programming is basie 
to our work as station representatives. 
Such study has deepened our admira- 
tion for the tine productions developed 
through creative talent, initiative and 
leadership of individual stations, from 
coast to coast. 

Splendid examples of such leadership 
are the Civic Documentaries of KING- 
TV, Seattle. Prepared by the station-staff 
and presented in prime time, these 90- 
minutc programs have all the tinesse of 
television "spectaculars." 

The series started in June, 1959, with 
LOST CARGO, dealing with the future 
of Seattle and the Pugel Sound region 
as a major port. Subsequent programs 
have included studies-in-depth of sueh 
key-problems as "School Levy Crisis"- 
"We Like It Here"-and "Civic Center 
Crossroads." 

Besides their dramatic success in stimu- 
lating audience and community response, 
Civic Documentaries have also proved 
highly etTeetive in traceable results re- 
ported by sponsors. The series won a 
First Award of the Ohio State Institute 
in 1960. 

At Blair-TV, watehing the impact of 
creative programming by great stations 
like KING-TV is a constant source of 
satisfaction. For more than a score of 
sueh stations, we are proud to serve as 
the national sales arm. 

BLAIR-TV 

Television's first exclusive 
national representative, serving: 

WABC-TV-New York 
W-TEN— Albany-Schenectady-Troy 
WFBG-TV-Altoona-Johnstown 
WNBF.TV-Bmghamton 
WHDHTV— Boston 
WBKB-Chicago 
WCPO-TV-Cincinnati 
WEWS-Cleveland 
WBIMS-TV-Columbus 
KTVT— Dallas Ft. Worth 
WXYZ-TV-Detroit 
KFRE-TV— Fresno 

WNHC-TV- Hartford New Haven 
WJIM-TV-Lansing 
KTTV— Los Angeles 
WMCT-Memphis 
WDSU-TV-New Orleans 
WOW-TV-Omaha 
WFIL-TV-Philadelphia 
WIIC— Pittsburgh 
KGW-TV-Portland 
WPRO-TV-Providence 
KGO-TV— San Francisco 
KING-TV-Seattle-Tacoma 
KTVI-St. Louis 

WFLA-TV— Tampa St. Petersburg 




N EWSM AkKER 
of the week 



MltC elevates three officials to executive vice presidents one 
to r./i., in recognition of b *jf>/>.* well done** /hiring I960 and 
in the past. Robert Sarnoff rolls Af RC fortunate to have 
executives of caliber** of W illiam WeDanieL iSRC f\adio: 11/7- 
liam McAiidreii\ SRC news: Aaron Rubin, com party treasurer, 
and Julian Coothnan. A RC neirs* as board promotes them. 

The newsmakers: The NBC hoard of director* issued 
"well dones" in the form of promotions to several executhes of long 
experience. Foremost among these were William K. McDaniel. elect- 
ed e\ecuti\e \.p.. NBC Badio Network: and W illiam B. McAndrew, 
elected executive \ .])., NBC news. Also elevated were \aron Rubin, 
to executive \ .p. and treasurer; and Julian Goodman, to \.p„ NBC 

news. Goodman had been a director of 
new> and public affairs. The other* had been 
\ ice presidents. 

In the ease* of .McDaniel and Me Andrew, 
their elevation came after banner \cars for 
both of them. McDanicfs XBC Radio Net- 
work was in the black in 1960 for the first 
time since 19o2. and was the only network 
enjoying this eminence, reporting more than 
otVJ of all web radio business. NBC Radio 
Uiliiam k. McDaniel i> also "solidh" in the black for the first 

quarter of the present \ ear. Me \ndrew 
pushed his news department to the top among the three network*, a 
rise highlighted b\ NBC's imaginative co\ erase of the political con- 
\ en t ion* ami election night. 

McDaniel. a veteran of 22 \ears in broadcasting, started as an 
NBC page in I93P». lie has been with NBC 
Radio since 1 9o6. and w as named ^ .]>. in 
eharsic in 1960. .McAndrew has headed NBC 
news since 19.5 k "The promotion of .Messrs. 
McAndrew and Goodman." hoard chairman 
Robert SarnofT confirmed, "is recognition of 
the outstanding job the) have done in lead- 
ing NBC ... in broadcast journalism. Like- 
wise. Mr. McDaniel has led the NBC Radio 
Network to its present position as No. 1 . . . 
in ad\ erti.*ers. sponsored hours and in cir- K illiam R. McAndrew 
rulatitni. As chief financial officer of the 

company. Mr. Rubin has ke} responsibilities in ovei-all planning for 
its growth and de\ elopment." 

.McDaniel first announced NBC Radio's "profit position" in April. 
I960, and b\ June could sa\ that "as much network business i< on 
the books as the network showed for the entire \car of 1 ( )5 ( \* ^ 
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WSUN 



COVER 
FLORIDA'S 
2nd 

LARGEST 
MARKET 

and 

29 Counties 
with 1 station 



Tampa-St. Petersburg is Flori- 
da's second largest market, 
with a metro population of 
772,453*! But that's not all! 
IFSUN is the only station on 
Florida's West coast covering 
the entire 29 county area with 
1,420,007* residents. 

ADD TO THIS IFSUN's 
GREAT ADULT AUDIENCE 
(97.2%)** . . . the greatest 
percentage of adult listeners. 
Th Is means ADULT BUYERS 
throughout the entire 24 hour 
broadcast dav I 

REACH ALL OF FLORIDA'S 
2nd LARGEST M \RKET ON 
THE ADULT STATION! 




620 KC 



TAMPA-ST, PETERSBURG 



Natl. Rep: VENARD, RINTOUL & McCONNELL 
S.E. Rep: JAMES S. AYERS 
•I960 Census ••Pulse 6,60 



by John E. McMillin 



Commercial 
commentary 




Bart Cummings forecasts the '60's 

Compton's president. Barton Cummings. who 
seems to he rapidly emerging as one of the few 
real statesmen of the agenrv business, delivered a 
highly significant speech the other day before the 
Greater Philadelphia Chamber of Commerce. 

Hart, in a talk titled "Forecasts for the Ad\er- 
tising Agency's Role in the Total Marketing Pic- 
ture of the 1900V" made nine specific predict ions. 

He believe* that print advertising will make a strong comeback 
in the next 10 \ears. He is sure there will be heav) pressure to hold 
down all marketing costs including adxertising and. especialh . t\ . 

lie foresees an exciting future for agencies in promoting "world- 
wide brands'"' via international advertising. 

He looks for closer advertiser-agency relationships with fewer ac* 
count changes, great new ad\ ances in psychology and the social 
sciences winch will tell more about the consumer and his needs, an 
increasing use of computers in developing marketing information. 

He also predicts a vast improvement in the public image of the 
advertising business and in the respect in which admen are held. 

Hut to me the most provocative of the dimming/ forecasts is the 
one he places first. In the "GOV sa\ s Bart, agencies must find an 
answer to the "acute shortage of highh professional and talented 
creative people which has sent salaries spiraling upward." 

To correct this "unhappy condition/' Cummings proposes inten- 
sive recruiting of creative talent at the college lex el. and the setting 
up of comprehensive creative training programs within agencies. 

100 million deathless words 

Now l\e read or heard at least 100 million more or less deatliless 
word> on the subject of "'creativity* in the last two years. 

Ever) adman of stature, from /Norman Strouse of Thompson and 
Al Brown of Rest Foods to Marion Harper of MeCann with his 
somber warning of 'Vreativih cults."' has expressed himself at length. 

In fact the emphasis has been so strenuous that mam have sus- 
pected that the business was going through a fad. a '"creativity kick" 
like t lie marketing and research kicks of a few years ago. 

Hut until Hart Cummings sounded olT in Philadelphia 1 bad never 
heard am one admit that we do face a critical shortage of creative 
talent, that this shortage is inflating salaries and diminishing agency 
profits, and that something practical must be done about it. 

For Mich tough-minded talk, Rart deserves a real vote of thanks. 

Too often discussions of ci eativeness an 1 conducted in a \ el\ et fog 
of (lream\ romanticism, perfumed esthetics and spurious psychology. 

Cummings at least, has gi\en us a realistic, dollnrs-and-eents rea- 
son for approaching the subject. As he sa\ s. "Advertising (in the 

(Please turn to page bl) 
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nal SAl'llTY Counci 



42 , NO M.CM.OAN *Vt 

October 27, 1^° 



,, r . Edwin K. Wheeler 
General Manager 
- M . WW J -TV 
Detroit, Michigan 

Dear Mr. Wheeler: ^ retiring 

h nf time has caught up with me, an National 
The march ot trme f public information for 

soon after 25 years as director 

Safety Council. occasion to rur. 

ta endin S my tenure of of fice 1 -^U, *ich we 
thr0 u S h the list of recipien s o^our^ ^ to ^ And 
confer annually upon media f 
know you are as proud as 1 a 



Radio 

t Awards than any other 

« Lhihiic Interest ft"*' 1 

u aq won rr.ore Puoiic ±l1 

?Sio station in the country. 
Is th e only radio station to win the 
consecutive times. cre ated. 
Has won the award every year s nee , 
W0 n the Alfred P. Sloan Award (administere 
in 19^ 5111(1 1950 ' 

~ "f awards than any other 

v> -i <~ Interest J\waru& 

HaS W ° n -r e stafion in the country, 
television station ^ 

Is the only television station 

eleve n times. ^^£s avoided, 

„ the . Sloan Award in .^g^programa and 

and many ^""^^ioM have broadcast . 
messages your station Na i s bitt, and 

interest. ^Certhjilly i 

Paul Jones 




^lic infection 



WWJ 



AM and FM 

RADIO 



Detroit's Basic Radio Station 




WWJ-TV 

Michigan's First Television Station 



NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. • OWNED AND OPERATED BY THE DETROIT NEWS 
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What they see on 

WJAC-TV 




THEY BUY! 




Von won't find a better showcase 
lor your product in the Johnstovvn- 
Altoona Market than WJAC-TV. Both 
ARBand Nielsen rate WJAC-TV the 
Number One station in this area. 
But even more significant than 
statistics are sales results—and 
happy advertisers, in even prod- 
uct category, attest to the sell- 
ing power of WJAC-TV. Why not put 
your advertising on the station that 
turns statistics into sales! 

For Complete Details, Contact: 

HARRINGTON, RIGHTER 
AND PARSONS, INC. 

New York Boston Chjcogo Detroit 
Allonto tos Angefes Son Framista 



SERVING MILLIONS FROM 
Oj 7 ATOP THE ALLEGHENIES 





Commercial commentary (Cont. from p. 12) 



future) will have to he more original, move inventive, more imagin- 
ative, and executed at a far higher professional level." 

Ergo, let's get on with developing more creative people. 

But having said this. 1 wonder if Hart doesn't still face the same 
tough dilemmas that bother so main' of us. 

What do we mean hv creative talent? 

How do we know it when we see it? How do we discover and 
develop it? What, after all is creativity? 

Yes. hut what is creativity? 

Last November, at the Hot Springs meeting of the ANA. I sat 
around with a dozen high-placed admen, trying to agree on a defi- 
nition. 

Harry Schroeter of National Biscuit suggested that creativity is 
really "an ability at problem solving." 

Maury Atkinson of Ruppert said. "Creativity can be defined in the 
Biblical sense — that to create is to make something. And in adver- 
tising creativity is the process of making ads and commercials/* 

Others objected that you could have creative marketing, creative 
media plans, even ( God save the mark! ) creative account men. 

I myself remembered the dictum of one of those Viennese moti- 
vational don blcdomes. '"a creative person is an 'a^sociativ e indi\ id- 
ual - -one who could put two und two togedder."' 

But 1 don't think any of us were really happy about the answers. 
(Atkinson said his definition became "unsatisfactory the moment 1 
uttered it !" I 

Now why should we have had such difficulty in defining something 
which all of ns agree i> so dand\ ? 

More and more Tin coming to believe that one reason is that, in 
the 20th Century, it is hard for us to accept the fact that creativity 
is a talent — a rare, beautiful, God-given gift to an individual which 
can he developed and sharpened hut can never be artificially instilled. 

A second reason: 1 think \\e\c failed to recognize that creativity 
is necessarily concerned with life. It involves- the production of a 
living thing — a child, a work of art. a performance that ""come* 
nlive across the footlights." a piece of prose that lias a living spark, 
music with genuine vitality, the vibrant living word. 

And finally, 1 think we shall understand creativity better when 
we understand that its product is not the sum of its parts, not "hvo 
und two togedder.'" anv more than a child is the sum of its parents. 

A genuine!) creative product — whether it bo a piece of copv or 
a piece of sculpture — has a uniqueness and individualit) all its own. 
\o others qualify. 

And the only people who can trub be called creative are those 
who can produce work which has these unique and living qualities. 

Now what has all this to do with Bart Cnnmiings and his Phila- 
delphia forecasts for the Y>0"s? 

Well. 1 wholly agree with Barfs analysis of the problem. And 1 
applaud bis desire to do something practical about increasing our 
store of creative talent. 

But 1 do want to raise one word of caution. 

Becrniting systems ami creative training programs are all very 
well. ThevVe worthy objectives, and can he worth) methods. 
But IctV never forget that, with eroativitv. we're dealing solelv 

C- 4 * 

with individuals. If we do. we are doomed to failure. ^ 
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TOP FAVORITES? 



In Rochester, New York 

CHANNEL lO 



Has 'Em-However You Figure! 



a 



of the top a 



Again, and again, and again — throughout the years — every 
national suney of the Rochester Metropolitan Area has shown 
that the great majority of TV shows that arc rated tops with 
Rochcstcrians arc carried on CHANNEL 10.' — A mighty good 
reason for advertising ynur product where your sales messages 
will meet the most enthusiastic eves and cars! 



The la ics ( NS1 sur\ ey of iMetropoIitan 
Rochester (Nov., i960) not only shows 
ihid preponderance of favoriic show s on 
Channel 10, but also shows thai Channel 
10 dcli\ ers the largest over-all share of 
audience in Rochester, sign-on 10 sign-off, 
se\en tlavs a week! 





ROCHESTER, N. Yl 
WHEC-TV • WVET-TV 

EVERETT McKlNNEY. INC. • THE BOLLING CO.. INC. • NATIONAL REPRESENTATIVES 
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you 11 love 



those high, heart-wanning OUE GANG ratings! 

Fellas, it's been love at first sight... in each and oven* one of the 75 markets now showing those 
hearty, hilarious OUR GANG COMEDIES. Stations are happy. We're happy. All in all a 
howling success. But take heart — perhaps your market is one of the rapidly dwindling number 
still available. Cheek us now. And if not — check us, anyhow! We still may be able to have 
a heart-to-heart chat about all those memorable M-G-M CARTOONS, Or those rib-tickling, 

viewer-snatching PETE SMITH SPECIALTIES. Let's talk.... 



Dirision of Mctro-Goldicyn-Mat/cr, Inc. 





ET THE FACTS 



Straight from 
the heart! 

Maybe »ll of these outstanding M G M 
Shorts Series »r» still available in your 
market. * 

To get more Info In a hurry, check E tha 
shows in which you are Interested — then 
tear out this ad and mail it to M-G-M TV. 




□ OUR GANG COMEOIES — rich in laughter 
and ripe in memories— Incomparable! 




□ M-C M CARTOONS— M-G Masterpieces 
all— unforwettable! A la ugh a second. 




□ PETE SMITH SPECIALTIES— The happy 
choice in short comedy material. 




O 1QHN NESBITT'S PASSINB PARADE — Pro- 
vocative, stranger than fiction yarns. 




□ CRIME DOES HOT PAY— Except in TV 
programming, that is— as these sus- 
penseful chillers have proved. 



M C M TV Division ol 
Metro-Goldwyn-Mayer, Inc. 
1540 Broadway, New York 36, N. Y. 




NAME 



POSITION. 
STATION, 
ADDRESS, 

CITY 

STATE 




Reps at work 




ZONE 



Jim Smith, manager, Adam Young Companies, Boston. belie* e- iluil 
buvors should beware of salesmen who base a good part of their 
sides j>llcli on negative celling. '"When salesmen recoil to a strong 
negative approach, lliere becomes an irresistible temptation lo strelch 
llie I nil Ik'* he savs. "and in llie long rim, negative selling not only 
will hurt the station involved, but 
the entire radio medium." Smith 
recalls a recent instance when a 
frozen food firm was sold on a 
creative approach involving pro- 
gram vignette?. '"But in one mar- 
ket, a competitor to the station 
chosen disputed the buy on a nega- 
tive basis. The salesman knocked 
the chosen station mercilessly and 
falsely. 1 he Inner was reconlacl- 
ed and put in direct touch with the 
station manager, and the false al- 
legations were disproved. But because doubt had been raised, the 
buver fell it neces>arv lo notify the client. Not being familiar with 
radio controversy, he panicked and the entire budget went out of 
radio. Moral: Vilion \on knock the competition, vou ma\ knock vour- 
self land the industry) out of a budget. Buvers, insist j)resentalions 
bo ])osilive. documented, and constructs e. Don't indict an industry." 

Herbert A. Claassen, account executive, 1I-R Television. Inc. X. Y., 
feels the buyer-seller relationship is strengthened when a timebu\er 
openh divulges any sj)ot schedule lie has j)laced. '"Frank discussion 
on the part of media people and station representatives regarding 
days and limes of spots placed and costs paid has resulted in more 

efhcicnl spot schedules for adver- 
tisers." he contends. "In addition, 
llie shaping of rale structures 
which continue to provide adver- 
tisers with maximum audience for 
dollars spent, have resulted. I1R 
has long advocated this exchange 
of information in order lo assure 
the agency and advertiser that the 
best buy possible is being made. 
1 he reluctant buyer may be penal- 
izing his client by blindly riding 
w 1 th a given schedule. A full v in- 
formed representative may he able lo work out new proposals that 
can be more effective than schedules already running. A good buv 
can almost alvsajs be made better. However, we believe a represen- 
tative must he a full* informed salesman lo help a buyer effect any 
improvements. Major agencies have shown a belief in llns concept. 



1 




WGAL-TV serv 



College of the Air 

Now in its eighth consecutive year, this 

tri-weeklv adult-level educational series is 
designed for classroom use in senior high 
schools, in colleges, and for home-viewing. 
Through close cooperation with eight col- 
leges in the Channel 8 coverage area, 
WGAL-TV offers alert, diversified program- 
ming. College of the Air is just one phase of 
this station's many public service activities. 




Lancaster, Pa. • NBC and CBS 

STEINMAN STAT I O N 
Clair McCollough, Pres. 



Representative; The MEEKER Company, Inc. 

New York • Chicago • Los Angeles * San Francisco 
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Most significant tv and radio 

news of the week with interpretation 

in depth for busy readers 



SPONSOR-SCOPE 
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Copyrliht 1961 
SPONSOR 
PUBLICATIONS INC, 



Don't be surprised if Shell, now using bulletin-type page newsprint ads via 
OBM, gets buck in the tv fold in June or July. 

Information lias seeped out into the tv trade that Shell has plans for taking up with tv 
again after this educationally-famed print campaign has run its course. 

Following Shell's exit from tv it was reported that TvB was blueprinting an exhaus- 
tive presentation on tv's effectiveness as a medium for selling gas and oil. 



The battle for daytime business? among the tv networks can't help but get even 
hotter: CHS TV appears to be coining around to the scatter plan concept intro- 
duced by ABC TV and adopted in 1960 by NBC TV. 

What may be expected from CBS within the next two weeks is. in substance, a set of new 
policies which will make it easier for CBS salesmen to compete for the da) time dollar. 

In efTect, CBS would be parting with traditions and taboos to which it's clung from the 
time it emerged as a reigning radio network. 

The event that it is believed tipped the applecart at CBS was the loss of about S3 
million worth of Colgate daytime business to NBC. The latter network, among other things, 
agreed to the acceptance of 30-second commercials, one to be inserted following the 
billboard and the other at the closing point of the program, a concept originated by ABC. 

The shows figured to go scatter plan on CBS: Lucy. December Bride. Video Vil- 
lage. The Millionaire, Full Circle and Clear Horizons. 



Two margarines — Mrs. Filbert's (Y&U) and Lever's Imperial (FCB) — were 
among the accounts the past week that called for spot tv availabilities in New York. 
Mrs. Filbert is scheduling minutes for eight weeks. 

Other buys out of IVew York: Peter Paul's Chiffon candy (D-F-S) ; Lever's Reward 
(JWT) ; Minute Maid's banana and orange juice (Bates) ; P&G's Premier Duz (Compton). 

Chicago's new spot tv activity included: Quaker's PufTed Wheat and Puffed Rice 
(Compton), back to 50-odd markets; Quaker's Flako (C. Frank) ; Pard dog food (D-F-S). 

Wrigley (MeyerhofT) is reevaluating its spot tv markets for another 52-week buy. 



Consider this as the semi-official sign that the new network buying season is on : 
ABC TV's Ollie Treyz has in a general way been talking to major agencies on the net- 
work's programing plans and listening to feelers about the acceptability of certain ideas. 

The impression that these agencies have got from Treyz and also ofT-hand conversations 
with NBC TV is that they can expect for next season a further increase of network 
controlled one hour shows as spot carriers. 



As things shape up for network tv in Detroit at the moment the various divisions, 
with the exception of Chevrolet and Ford, will be much slower than normally to 
make their commitments for the 1961-62 season. 

The likely tack: postpone the buying until perhaps as late as May. in contrast with 
last year when they were all blocking out their orders in February and March. 

The handicap, obviously: they haven't any idea on how car sales will go the next 
sixty days and hence can't make any estimates for production of the 1962 models. 
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SPONSOR-SCOPE continued 



It looks an though CBS TV is starting off the 1961-62 season with $32 million 
in hillings snugly in the till from its IVo. One customer. General Foods, 

Reports have it that there's been a meeting of the minds on what the White Plains 
liiant would like to have in the way of nights, hours and program sequence. 

A year ago this lime, it will be recalled, there was much bickering between GF and 
the network over CBS' new discount structure. The matter was compromised. 

Trade speculation aneut McCami-Erickson's latest corporate realignment: it 
could he the final, or one of the final steps, toward the issuance of a public slock 
offer. 

Also read into the move: the company has learned a lot from its overseas offices — it's 
got 13 of them — and is molding its structure according to the diversification operations 
that are practiced by agencies in these foreign countries. 

The changes: 

• McCann-Erickson Advertising (U.S.A.) becomes McCann-Erickson, Inc., and the McCann- 
Marschalk Co. has been incorporated as McCann-Marschalk Co., Inc. 

• The parent company will now he Interpublic Incorporated, and this setup will pro- 
vide for its affiliate companies' (five of them so far) management and financial guidance, and 
"such central services as personnel and accounting." 

• Marion Harper, Jr., remains chairman and president of the parent company, with his 
court consisting of these money and account-keeping specialists: Frank K. White, 
vice chairman; Frank A. Slierer. financial v.p.; William S. Taggart, treasurer and Henry E. 
Allinster, controller. 

• McCann-Erickson Corp. (International) will run lnterpublic's overseas operations. 



In I960 a number of the bigger agencies flexed their muscles for a spot in the 
international sun because of client expansions in that direction, but the agency mer- 
gers on the domestic scenes weren't of enough import to make history. 

As it turned out the most active region for mergers was the w T est coast. 

In terms of joint money involved, the more conspicuous mergers during the latter six 
months of 1960 were these: 

ESTIMATED JOINT BILLINGS 



MERGED AGENCIES 

Bates; Chambers. Wi swell. Sliattuck, 

Clifford & McMillan 
Grant; Robinson. Fen wick & Hayes 
Grey: L. N. Hartman 
Ross Roy; Brooke. Smith. French 

& Dorrance 
Geyer. Morey, Madden & Ballard: 

Caples 



ENSUING NAME 

Ted Bates 

Grant, Fenwick & Baker 
Grey Advertising 

Ross Roy, BSF&D 

GcyerMM&B 



$130 million 

91 million 

51 million 

25 million 

35 million 



(For outstanding mergers the first 1960 half see 11 July SPONSOR-SCOPE.) 

They spent more time in 1960 than 1959 viewing tv not only in toto but for 
everv segment of the (hiv unci night. 

Here's a Nielsen day-part breakdown for the two \cars in term? of average hours of daily 
\ iewing per home: 



TIM I" SPW 

9 a. in. -12 noon 
12 noon-'l p.m. 
\ p.m. -8 p.m. 
ft p.m.-l 1 p.m. 
1 1 p.m. -I a.m. 
1 n.in.-Q a.m. 
Total l)a> 



1 960 
l\2 minutes 
55 minutes 
I hour: 12 minutes 
1 hour; 19 minutes 
2o minutes 
10 minutes 
5 hours; -15 minnlcs 



1959 
29 minutes 
52 minutes 
1 hour: 39 minutes 
1 hour: 18 minutes 
27 minutes 
13 minutes 
.> hours; 28 minutes 
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TV staged quite a roiuehurk hi daytime hillings I In* closing quarter of 

1 960. 

It was not <>nh the best quarter in that area the uctwoikV had in Hiinr time, hut the 
margin <^cr 1 9o9 mav he as high as 30*/^ . 



Look for iNHC TV to make a hig splash o^er tin* ad^untagos to 1m* had in day- 
time sponsorship from live personality programs as against film fare 1 . 

It will he in the form of a presentation due out at the end of thU month which will rite 
research figures to demonstrate that the lead-in hy a program personality delivers mure 
hclie^ ability, memorability and total sales effect. 

This personal salesmanship, the presentation will a nine. i> something that can't 1>e put 
on a slide rtde or the media analyst or huyer can't measure. 



The latest word out of dn Tout rejrardiiiii what it mav do in 1961-62 network 
iy : a one-hour program that would serve as a 32*wcrk mnhrella for corporate and 
product participation has heen picked and is now being siihmitted to various divisions. 

Translated: the show, which was suggested In' a network, is okay with corporate ex- 
ecutives hut a hudget now has to he huilt from among the various du Pout products. An 
exception may he the textile fibres department, which would prefer to go on sponsoring 
it< own network series. 

If the weekly hour idea goes through. BBDO will most likely get the assignment. 

What likely will stack up as a first: Disney (I>a Roche) buying minutes on 
network spot carriers to exploit its current release, Swiss Family Rohiuson. 
This would be in addition to its local promotion hudget for tv and radio. 
One of the likely network buys: the Shirley Temple show. 

Merely as an index to how the network tv leaders are doing in terms of cost- 
pcr-1.000 this season, here^s how the most economical 20 shaped tip on the hasis 
of NT1 for the four weeks ending 16 Octoher: 



PROGRAM 




NETWORK 


CPM f TIM K & T VLENT) 


Wagon Train 




NBC 




$2.21 


Gunsmoke 




CBS 




2.31 


Price Is Right 




NBC 




2.49 


Have Gun Will Travel 


CBS 




2.59 


77 Sunset Strip 




ABC 




2.80 


Bonanza 




NBC 




2.82 


Checkmate 




CBS 




2.89 


Perrv Mason 




CBS 




2.89 


Real McCoys 




ABC 




3.01 


Lawrence Welk 




ABC 




3.01 


Maverick 




ABC 




3.05 


Untouchables 




\BC 




3.10 


Laramie 




NBC 




3.10 


Rawhide 




CBS 




3.13 


Cheyenne 




ABC 




3.14 1 


Candid Camera 




CBS 




3.28 


What's My Line 




CBS 




3.29 


Hawaiian Eye 




ABC 




3.30 


Lawman 




ABC 




3.33 


Outlaws 




NBC 




3.33 


Note: The average 


CPM for 


all shows for that period 


ran $4.38. 
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Several bellwether media directors of New York agencies have indicated to 
SPONSOR-SCOPE they are somewhat disturbed by the spread of the preemptible, 
or movable, spot among tv stations. 

The crux of their concern: these plans cause confusion, make life more difficult for the 
limebuyer and aggravate an already overwhelming load of paperwork. 

A couple of them said they felt that the stations were short-changing themselves with 
such plans, since they could get higher rates than those obtainable on a preemptible basis if 
they concentrated on grading the spots at their authentic value. 

Commented Adam Young, the latest rep to advocate the preemptible plan for his stations: 
the business must face up to the fact that the thing most subject to fluctuation is national spot 
and that it's imperative for a station to adopt variations in rates that will dispose of 
surplus spots. 

Canipagna Sales (EWR&R) has bought a batch of daytime minutes for its 
candy weight-reducer, Ayds, on ABC TV and NBC TV. 

According to CBS TV, it was also approached but its Program Practices Board didn't like 
the product's copy. 

It's interesting to note that of the 40 industrial corporations which did over SI 
billion in sales in 1960 at least 15 have expended tv money for a corporate image 
job. 

The 15: General Motors, Standard Oil of N. J., Ford, General Electric, U. S. Steel, Gulf, 
Chrysler, Texaco, DuPont, Westinghouse, Shell, Standard of California, International Harvester, 
Firestone and Phillips Petroleum. 

Which brings this to mind: what might prove quite provocative would be a study show- 
ing how much of the average corporate ad budget is allocated for the specific purpose 
of focusing attention on the corporate image. 

A pertinent sidelight on this: Westinghouse's budget for the 1960 political campaign 
broadcasts was 25% corporate. 

Lorillard (Grey) picked up 26 minutes on ABC TV's Hawaiian Eye for its Old 
Gold brand to be played off during the first half of this year. 

The spots became available as a result of one of the original Eye sponsors wanting to 
sell off. 

Chicago reps are hoping to make up for some of the Lever (all and Swan) dol- 
lar tv loss at NL&B from P&G's Salvo — heavy duty detergent in tablet form — when 
it cuts loose with schedules on a national scale via Burnett. 

In the pull-out from NL&B, Lever assigned all to SSC&B and Swan to BBDO, which, of 
course, moved the disbursement of their spot dollars to New York. 

For a status insight into how spot tv buyers have been regarding prime 20's and 
I.D.'s in relation to other segments, note this analysis: 

Of the 55 national spot tv accounts handled out of Chicago in 1960, 52 used day and 
night minutes exclusively, two used a combination of minutes and 20's and only one (May- 
helline via Gordon Best) used chainbrcaks exclusively. 

As far as Chicago is concerned, the same accent on minutes seems to prevail 
currently — which would indicate that the preference of the copywriter (who contends a min- 
ute is needed to tell a product's story) still dominates over media thinking. 

^ I 

For other news coverage in this issue: see Newsmaker of the Week, page 11; 
Spot Buys, page AH: News and Idea Wrap-Up, page 60; Washington Week, page 55; SPONSOR 
Hears, page 58; Tv and Radio Newsmakers, page 67; and Film Scope, page 56. 
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KCMC-TV, Channel 6 

G for Shreveport-Texarkana, 
soon to become Station KTAL 

(Pronounced Kay-Tall) 

announces the appointment of 

I BLAIR TELEVISION ASSOCIATES 

as National Representatives 
effective January 1, 1961 

■ There's big news in the Shreveport-Texarkana area. Four items are especially worth noting: 
!. KCMC-TV (soon to become KTAL) is constructing the South's tallest tower midway between 
Shreveport and Texarkana. 2. When this new tower goes into operation, in early spring, call-letters 
of the station will change to KTAL. 3. Rising 1587 feet above average terrain, the new tower and 
full 100,000 watt power will make KTAL the only station putting a city-strength signal into both 
Shreveport and Texarkana. 4. Advent of KTAL will bring three-network service to the Shreveport- 
Texarkana area for the first time. ■ RESULT: alert advertisers are already getting set for 
increased business in the rapidly expanding Shreveport-Texarkana market, with increased spot- 
orders. It's time NOW to get in touch with the nearest office of Blair Television Associates. 

NEW YORK 22: 717 Fifth Ave.. Ptzzz 2 0400 
BOSTON 16: 116 Newbury St., Kenmore 6-1472 
CHICAGO 11! 333 N. M.ch.gan Ave.. Frankhn 2-3B1& 
DALLAS 1: 302B Southland Center. R.ver&idc t-422B 
DETROIT 26: 617 6ook Blrtg.. Woodward 1-6030 
JACKSONVILLE 2: Barnelt Bank 6mg . Elgin 6-6770 
LOS ANGELES 6 : 3460 W lsft.re Blvd . Ounmrk 1-3011 
ST- LOUIS 1: Paul Brown 6idg . Garf.eiU t-5262 
SAN FRANCISCO 4: 155 Sansome SI . Yukon 2-706B 
SEATTLE 1: Wh. le- Henry -S tua't 6lcig . Mj.n 3-6270 
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Concentrate in 
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JACKSON 




Die/ you know? 

Over 233,000 
TV Homes 



★ ★ ★ 



A Billion Dollars 
in Retail Sales 




★ ★ ★ 



All in the 

JACKSON 
TV Market 
Area 



WJTV 

CHANNEL 12 

KATZ 



WLBT 

CHANNEL 3 

HOLLINGBERY 



49th and 
Madison 



Unpardonable! 

V statement made on The Tom Eivefl 
Show. CHS. of 3 January during a 
dialogue of the situation comedy, 
stated that "if you want to advertise, 
use the newspaper" or words to that 
effect. 1 believe most people in radio 
and t\ recognize that our media do 
an excellent selling job over and 
above newspaper advertising. L there- 
fore, feel that the dialogues of The 
Tom Ewefl Show committed the un- 
pardonable. 

Verne 1 'aule 
v.p. & gen. mgr. 
IF J PS 

Evan.suilft\ /m/. 



Goofed! 

Good vain on ABC TV and Oliver 
Treyz in the 2 January issue. 

The caption on the photograph, 
however, omitted the name of the ex- 
ecutive (fourth from the left) in the 
group conferring with Ollie. He is 
Charles A} res. vice president in 
charge of eastern sales. 

Michael J. Foster 
e./>.. press information 
ABC 

\ . r. c. 

Note token 

We w ould like to call \ our attention 
to a discrepanc) in the article en- 
titled "P.r. Firm Spurs Grass Roots 
Radio * appearing in the 2o Novem- 
ber edition. 

l T nder heading '"Dealer Chose 
Them For The Rulb Spots'* on page 
Id. call letters of our station appear- 
ing 10th up from bottom should be 
KCSK, Chadrou. Nebraska instead of 
KASR. 

John J. Miller 

malinger 
KCSR 

Chmlron. \eh. 

Not smalt of all 

1 n your SPONSOK story ('"Business 
Outlook for 1961**1 of 2 January. 



1961. Mr. Richard Doheit} predicts 
that "'radio's gains will be small." 

Fin not tning to second guess the 
expert, but 1 think Mr. Doherty's pre- 
diction, as far as radio is concerned, 
i> :?lightl\ on the pessimistic side. 
Particularly insofar as specialized ra- 
dio is concerned — radio that is 
beamed toward a particular ethnic 
group. 

In the ease of specialized radio. I 
think 1961 will see a far greater in- 
crease than the 3'i that Mr. Doherty 
has predicted for the year. I also feel 
that a great deal of former tv money 
will find its way into this particular 
segment of the radio broadcast field. 

M} main basis for my prediction 
is that at WL1B. which enjoyed a 
1 \ r { increase in billings in 1960 o\er 
1959, over 95 r ^ of the national spon- 
sors who were on a station in 1960 
have already signed renewals for 
1961. In addition to these renewals 
a great mam national advertisers who 
use the facilities of WL1B to reach 
the Negroes in the New York Metro- 
politan market ha\e indicated they 
intend to continue to use the station 
to reach tbi^ important segment of the 
New ^ork audience. 

The economic standards of these 
specialized audience's have been raised 
to such an extent that sponsors are 
now reaching out to these particular 
groups whose earning power now be* 
comes a factor to he reckoned with 
in anv market bin . 

1 also think that 1961 advertisers 
who haw* assigned much of their 
budgets to t\ will return to radio, 
again, particular^, specialized radio, 
due to rising costs and indefensible 
CRM's and that the downward trend 
of telc\isioii programing will help ra- 
dio continue its rapid expansion and 
general upward progress. 

Harry Novik 
general manager 

)run 

X.Y.C. 
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A SNEAKY PROBLEM 
FOR TIME BUYERS 



On Friday, April 1, 1898, three new clocks were all started at precisely twelve 
noon. At noon the next day clock A recorded the correct time,* clock B had gained 
one minute and clock C had lost one minute. This state of affairs was allowed to 
continue without correction. When (date and time of day) were all three pairs of 
hands again pointing at the same moment to twelve o'clock? 

Solve this time-consuming problem and win a copy of Dudcncy's "Amusements in 
Mathematics" — Dover Publications, Inc., N. Y. If you have a copy, say so and well 
provide another praiseworthy prize. 

* You could see this one sneak up: W hen you have time-buying problems on your hands in the 
Washington market, we modestly request you to remember that WMAL-TV's audience is bigger 
than anyone else's during those valuable hours — 6 p.m. to midnight, all week. (ARB November, 



Affiliated with WMAL and WMAL-FM, Washington, D. C; WSVA-TV and WSVA, Harrisonburg, Va. 



1960). 




Washington, D. C. 



An Evening Star Station, represented by H-R Television, Inc. 



sponsor 
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72 episode 

transition 
time period 
"natural" 




Station programmers looking for 
real home-hitting quality— BROKEN 
ARROW'S now available locally for 
t tie first time, direct from its striking 
success on the network Nationally, 
BROKEN ARROW hits bull's-eyes 
both on Tuesday nights at 9 pm and 
on Sunday afternoons at 4:30 pm, 
repeatedly lifting the ABC-TV net- 
work into a top challenging position 
in ratings and share Adult viewers truly enjoy BROKEN ARROW — 
67% worth for smart program renewing sponsors General Electric 
and Miles Labs' And all family audiences yumyummied their candy 
and cereals from sponsors Mars Inc and Ralston Purina. Michael 
Ansara and John Lupton star in this 20th Century-Fox produced 
series You'll star in your market when you're first with BROKEN 
ARROW— in any time period Better wire collect now. 



FROM THE 
STUDIOS OF 




CENTURY-POX 



+ SPO N SO R 
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HEADING for the West Coast for filming of Father of the Bride, BBDO v. p. George Polk cleans up details with secretary Daphne McLaughlin 



With three major BBDO clients now involved in show financing, 
agency program chiefs are examining practice's pros and cons 



TT his week. BBDO's vice president 
in charge of programing will arrive 
in Los Anseles from .New York with 
a thick. hea\ \ presentation hinder 
under his arm. This one. fittingly, 
is bound in white leather, just like a 
wedding photo album— and contains 
the shooting script for the pilot film 
of a new television series. Father of 
the Brule. 



George Polk made tit is same trip 
a \ear ago. and thu> became the fa- 
ther of the only show on network t\ 
in the 1960-61 season whose creation 
including a pilot — was wholly 
financed by its eventual spon>or. 

That sponsor. Rexall Drug Co.. 
not network status with \ational I el- 
vet. which it sponsors on alternate 
weeks with General Mills. Now Gen- 



eral Mills will risk the STo-lOOJMK) 
for creation of the Father series. An 
announcement is expected in Feb- 
ruar\ of still another BBDO client 
who will back a show from its incep- 
tion, this one featuring a motion 
picture :<tar bowing as a t\ regular. 

The earh ri>k concept i> not new 
(JWT ami Benton & Bowles, among 
other-. ha\e tried it in the past with 
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van ing decrees of success I hut 
BBDOs apparent commitment to tlie 
policv and the enthusiasm of its 
clients has other agencies, thev ad- 
milted, investigating the possibilities 
of such earlv tics 1)\ their clients to a 
final product. 

And at several of the bigger agen- 
cies, programing departments have 
been quietly hut activeh probing the 
problems that surround client origi- 
nation of >hows. As one programing 
chief put it. "You wouldn't be able 
to call it a 'trend* as a el. but there is 
no question that serious considera- 
tion is being given to program de- 
velopment of this 1} pe bv us and a 
couple of our clients." 

Why this sudden new interest in 
clients getting hack into show origi- 
nation? Simply, the constant search 
for new shows, complicated bv agita- 
tion by sponsors who want to know. 
"Win doesn't m v agency do some- 



Rexall was successful 
with pilot financing 

'NATIONAL VELVET' was backed from 
its inception as a series by Rexall 
(BBDO). Starring Lori Martin (below), 
it's a good bet for a second season 




thing like thi> for me?""- -and coupled 
with the problems of the advertiser 
who is not a kingpin on network tele- 
vision. Thev include: 

• The casualtv rate. With three- 
network competition a realitv. the in- 
satiable network tv tapeworm con- 
sumed 1 13 out of 353 nighttime 
shows in the past three seasons. 65% 
of ihem first-vear entries. And *ev- 
eral agenc) sources expect the 1960- 
61 fall-out to he e\en heavier. 

• Vet w o r k or packager-owned 
shows are usually offered to the top 
web advertisers first, giving the 
lighter network user slim pickings. 

• A network-owned property of- 
fered to an advertiser may be in a 
time period the advertiser doesn't 
want. 

How does this differ from normal 
practices? Here are some illustra- 
tions: Of the approximately 20 shows 
(onlv \S r f of all nighttime network 
programs) still controlled by the ad- 
vertiser, two Tlie Law and Mr. 
Jones (ABC) and Peter Loves Mary 
(iXBC) were originally made for 
BBDO's June Alhson-du Pont pro- 
gram, and were taken over b\ Procter 
& Gamble after their pilots had been 
completed. In the same wav. Danny 
Thomas' conipanv produced the 
Andy Griffith Show pilot, then sold 
it to General Foods, which had first 
call as sponsor of the Danny Thomas 
Show. 

Iiut Rexall. General Mills (and 
that third BBDO client), started pick- 
ing up the tab at the lunch that de- 
cided. "Thai's a great show idea. 
Let's < r et to work!" Thev were en- 
con raged, according to George Polk. 
b\ the altitude of the networks, which 
he described as ''primarily interested 
in a <*ood show.'" Said Polk. "Two 
out of three have a pretty open mind 
about this; one is verv interested in 
obtaining properties this wav . 

"If you really have a good show, 
they're interested: thev re interested 
much more in \oiir good show than 
in vour mone\ . You can end up 
standing in line with cash in \ our 
hand if \ ou have nothing to offer 
hut an investment in a top show. If 
you don't have big bargaining power 
as a lop network adveitiser, \ou must 
have a good show to offer/' 

On this point Polk gels some op- 
position from several admen, includ- 



ing Kenvon & Eekhardt's group v. p. 
Sieve Dielz. who contended that "the 
only client who should finance his 
own show from its inception is one 
w ho is already a multiple sponsor. 
If he be! lev es ho can pick a winner, 
he should go ahead. 

''The client who lias onlv one 
show,'* said Deitz. "can't afford such 
a degree of risk: if a client doesn't 
have five or six shows committed, 
it's too big a gamble." As for the 
client without that many properties, 
"he should rely on the ability and 
judgment of his agency to find him 
good shows al good times at good 
prices. It's a question of profession- 
al capability 

But BBDO believes that the risk 
can be minimized if all of the follow- 
ing elements jell : 

1 — You must hav e a substantial 
premise, a solid show idea, a well- 
thought-out situation on which great 
care has been taken. 

2 — You must have confidence in 
v our producer. 

3 — You must have definite writers 
committed to write a guaranteed num- 
ber of episodes. 

4 — You must have a complete pilot 
script, with casting suggestions. 

5 You must have a writers' man- 
ual to be followed by succeeding 
script authors, to keep the show's 
premise as it was intended. 

6 Yon must have a director as- 
signed, a top man. 

BBDO does not recommend the ap- 
proach "unless von have an out- 
standing property and outstanding 
production personnel."' 

At an agency which has tried initial 
client financing in the past, the pro- 
graming chief agreed that with the 
proper >el of factors this method 
''was and will be used In our agen- 
cv." One function of an advertising 
agencv . he noted, is to develop the 
best possible use of the television 
medium for its clients. "Should this 
include the approach of program de- 
velopment." he added, "this is a 
legitimate function. 

"The a^eucv must consider the use 
of tv from every iimile. Co-produc- 
tion mav he the bc*t answ er; the 
purchase of minutes or hours may 
be the best answer; the purchase of 
existing network properties may be 
the best answer: the purchase of a 
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Major agency program chiefs differ over pilot financing 



PRO 

ONE FUNCTION of an agency: to develop the best 
possible use of the tv medium for its clients. 
Should this include client financing of program 
development, then this is a legitimate function. 



CON 

TIIK AdKNCY shot/Id not re( omr/tend to a client 
that he baric a pilot except antler a rery special 
.set of circumstances. The client should . in. stead , 
depend on our judgment to find him a good shott . 



IT IS A BETTER idea for the client who is not 
a network kingpin to back a pilot than the big 
guy. If successful, the little guy gets himself 
a show that might never have been shown to him. 



TIIK ONLY client who should finance his own shnu 
is one who is already a multiple sponsor. The 
client with less than four or fire shows committed 
cannot afford the degree of fish which is involved. 



NOW THAT there are three strong networks in com- 
petition, although it's tougher to come away with 
a runaway rating, it's also harder to fail. Today, 
a show with a Iow-20's rating can be a success. 



WITH TIIKKE-NETWOKK competition, the bur- 
den imposed is tougher. T he odds are less than 
even that a show won't male it into tlw second year. 
This makes pilot-financing all the more risky. 



property from a packager may he the 
l>cst answer, or complete client back- 
ing from initiation nun he the best 
answer. Each case must he judged 
on an individual basis." 

One element that all the ageneymen 
stressed was the purpose of program 
initiation activity. There is no other 
motive, they pointed out, than to 
create advertising value* for the ad- 
vertiser. As one put it, ''We do not 
help create shows in order to make 
money. The agency is not involved 
in an\ profit: there ma) sometimes 
he profit for the client, hut a rela- 
tively small amount. Our primar\ 
goal is to make a good show. We re 
not in business to make money that 
way, however." 

The faet of three networks in com- 
petition has put an increased burden 
on those in the programing business, 
lowering a show's realistic potential 
for success. Five \ears ago the top 
show in a time period could have a 
40-plus rating, and the competition 
something like a 10. Today, a show 
with a 30 rating ean knock-ofT shows 
on both rival networks. 

Conversely, a show can survive to- 
day with a rating in the low 20's. A 
case in point is Xational J'elvet itself, 
which against the toughest com pet i* 



tion possible I the* second half of 
Maverick — 24, and the first half of 
The Ed Sullivan Show — 23.4. accord- 
ing to the 4 December 1960 Xational 
Nielsen Tv Index) still looks like a 
best bet to return to the network next 
season. Its rating — 19.5. 

"Ratings are misleading."' said one 
ad executi\e. "but the odds are about 
even, or ina\ be 60 r r . that a show \ on 
go in with won't make it into the 
second year/' 

\l\e very competition that is called 
an "increased burden" by a majority 
of agency spokesmen wa^ called 
"security 15 by George Polk. He 
claimed that if an agenc) adheres to 
his six rule*; for creating a property 
it will have a better chance than fi\e 



\ ears ago. 



"While it s true that it s toimher to 
come b\ a runaway rating tod a v. it 
is also tougher to fail today. Today 
> ou shoot for 2o to 30. and if you 
miss you're liable to come up with 
an 18 to 23. There are no 40-pluse* 
toda\. but no embarrassing low 
failures, either. There is more secur- 
ity* toda\ . making tv a safer adver- 
tising medium." 

RRDO's original presentation to 
General Mills contained this view of 
the chances for success, and also 



spelled (»ut fne major advantage^ of 
financing a pilot: 

Procuring a top tv property. Of 
the 200 or so pilot> that come in 
every \ear. there are really onlv a 
handful that are considered to be 
plums. \ couple of these are sur- 
prise successes but the majority could 
have been foreseen. We would hope 
to pre-empt one of the plums from 
the market before it gets involved in 
the kind of machinations that a 
client who i> not a network tv king- 
pin must go through. 

Better iiiiderHtandiii*! of the ele- 
ments of the show. In addition to 
pre-empting top contenders from the 
open market, the financing of pilots 
makes show bu\ing more intelligent 
and le>s chaotic. Rather than being 
under the gun of a Miap decision, 
whieh is what happens at pilot time, 
the ad\ertiser instead becomes com- 
pletely familiar with the background 
and all the elements of the property 
with which he is becoming invoked. 
The pilot is seldom the best epi>ode 
of a series, and \et the whole series 
\> often sold or killed on that film 
alone. 

Program control. l\\ financing 
and being part of the development 
of a serie:-.. the ad\erti?>ei has tin* op- 
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por limit \ to exert rousidei able pro- 
gram control. This is particularly 
important for an advertiser where 
good taste is essential. Tlie type of 
stories we would not want could he 
eliminated and a direction taken to 
the agreement of all parlies con- 
cerned. 

Better opportunity to choose co- 
sponsor and or time period. Main 
mistakes are likely to he eliminated 
with this form of building a show 
since more time is spent in develop- 
ing it than normal. For example, 
most shows arc developed in tin* fall 
of the preceding season, shot in the 
w inter and made t each for the Feb- 
ruar\ -March-April bu\ 1112 season. 
W hen financed 1>\ the advertiser, de- 
velopment and production can start at 
an\ time. For example, ston con- 
ferences and complete programing di- 
rection as well as the completion of 
the pilot script and casting can he 
done during the summer, and shoot- 
ing can start in the fall. Thus the 
pilot could he finished bv December 
or January. Thi^ advance liming 
would make possible a better selection 
of co-sponsor and a choice time peri- 
od. 

The lime lo research the pilot. 
In addition to a more carefulh 
thoughl-oiit and meticulously pro- 
duced scries, this kind of timing 
would allow for research on the pilot, 
which is an important help in judg- 
ing the >erics and a valuable safetv 
factor. 

"That's the big value." said the 
programing head of a ri\ al agencv 
after reviewing BBDOV points, '"beat- 
ing the competition to a good idea. 
The risk is that \ou won't get it on 
the air. Then, again, there are a lot 
of pe ople w ho \s ish their shows 
hadn't gotten on this year. 

"It's all part of a general search 
b\ exervone to find a hit." he added. 
'"Kvervone is tninsr to find the best 
device to get on." 

And George Polk, who thinks he 
has found [hat device, agreed. "If 
enough good shows weie turned (ml. 
and enough good times made avail- 
able, these risks would not be neees- 
^ar\."' he- explained. "We will con- 
tinue with program development aj* 
long as oui clients need shows and 
cannot get them from the usual 
sources." ^ 



NAB PUTS TEETH 
IN ITS RADIO CODE 



^ Radio Co<le Hoard will set up a monitoring system 
for the Radio Code and also plans to extend membership 

^ Code subseriptions are at an all-time high since NAB 
opened code eligibility to non-member stations last July 



L 



iast week the NAB Radio Code 
Hoard met in Washington to take ac- 
tion of importance to advertisers and 
agencies as well as to radio stations. 
High on the list of subjects tackled hv 
the hoard vv ere : 

• To set up a monitoring sv stein 
for the Radio Code. 

• To give the code more teeth 

• To extend the application of the 
code. 

The meeting came in the wake of a 
vear packed with code board develop- 
ments. 

Code board members were told that 
code subscriptions are at an all-time 
high of 1.112 stations, representing 
26'."? of all am and fm radio stations 
in the l T .S. 




NAB Radio Code Board's new chairman is 
Clifford Gill of KEZY, Anaheim, California 



Last June the Code Board opened 
subscription priv ileges to non-XAR 
stations, and changed the code over 
from an honor s\ stein with no ma- 
chinerv for enforcement, to a moni- 
tored s\ stem. 

Within the past vear a full-time code 
administrator was hired in the person 
of Charles Stone, formerly of W.MBR. 
Jacksonville. Fla. 

Last Julv the name of the code 
was changed from XAB Standards of 
Good Practice to XAB Radio Code. 
With the opening of subscriptions to 
non-NAB members, a designated fee 
was prescribed bv the board, for the 
purpose of implementing the code. 
The formula is as follows: stations 
pa) 10 times their highest one-minute 
rate up to $360. XAB member sta- 
tions get a 40'? discount. 

The Code Board's chairman. Clif- 
ford Gill, of kLZ\. Anaheim. Calif., 
is most enthusiastic about the effect 
of the code. "We believe that code 
subscribers on the whole are doing 
a better job of building a public 
image and confidence which is not 
onlv helpful to our industry but of 
extreme impoiUiucc to all agencies 
and advertisers who use radio, he 
told SPONSOR. 

"We urge agencies and advertisers 
to do two things." said Gill. "These 
arc i 1 I familiarize themselves with 
the code and (2) patronize stations 
that subscribe to the code. ' 

The- ('ode has been mailed to most 
agencies. If an ageiicv, or am in- 
terestcd partv doesn't have a cop\. 
one can be obtained b\ writing to 
Stone at the NAB offices in Washing- 
ton. 

Mong with rigid implementation 



'M) 
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Radio Code On Acceptability of Advertisers, Products 



DISCUSSED at the NAB Radio Code Board meeting last week were several cases of stations' accepting 
advertisers and products which were deemed objectionable by the Radio Code. Here is how the code 
classifies objectionable product categories: 

A commercial radio broadcaster makes hi> facilities a\ailable lor the ad\ ertising, ol prod- 
ucts and services and accepts commercial presentations for Mich ad\ erlNing. However, ho 
should, in recognition of his responsibility to the public, refuse the facilities of his station to 
an advertiser where he has good reason to doubt the intogrit) of the ad\ ertiser, the truth of the 
advertising representations, or the compliance of the advertiser with the spirit and purpose ol 
all applicable legal requirements. Moreover, in consideration of the law* and customs of the 
communities served, each radio broadcaster -mould refuse his facilities to the advertisement 
of products and services, or the use of advertising scripts, which the station has good rea-on to 
believe would be objectionable to a substantial and responsible segment of the community. The 
foregoing principles should he applied with judgment and flexibility, taking into consideration 
the characteristics of the medium and the form of the particular presentation. In general, be- 
cause radio broadcasting is designed for the homj and the entire family, the following principle- 
should govern the business classifications listed below: 

a) the advertising of hard liquor should not be accepted. 

b) the advertising of beer and wines is acceptable only when presented in the best of good taste and 
discretion, and is acceptable subject to existing laws. 

c) the advertising of fortune-telling, occultism, spiritualism, astrology, phrenology, palm-reading, nu- 
merology, mind-reading, or character-reading is not acceptable. 

d) all advertising of products of a personal nature, when accepted, should be treated with special 
concern for the sensitivities of the listeners. 

e) the advertising of tip sheets, publications or organizations seeking to advertise for the purpose of 
giving odds or promoting betting or lotteries is unacceptable. 



of the code, hoard members are also 
concerned ^\ ilh building the code's 
image, and the image of station sub- 
scribers. 

Concerning this point, board mem- 
ber Cecil Woodland posed the fob 
lowing question to agencyinen: 

'"We realize that there are radio 
stations which are not subscribers to 
the Radio Code, and which consistent- 
ly maintain standards of broadcasting 
equally as high as code stations, but 
how do you as a radio buyer know 
this?*' He continued. *\\lanv of vou 
have already stated that it is impossi- 
ble for vou to come into individual 
markets and study all station opera- 
tions, and so the non-subscribing sta- 
tion has on its hands the herculean 
job of getting the story of its opera- 



tion to the thousands of hidh idual 
radio buyers in the country.*" 

'Mn the case of code stations, liow- 
e\er/' Woodland continued. 'Sou 
know that >ou are protected against 
buying time on a station where \our 
client's commercials will be heard 
adjacent to plugs for fortune-tellers, 
hard whiskey, baitswitch advertisers, 
or an unpleasant personal product 
pitch. And you'll also be sure that 
your client is not unhappily identi- 
fied with a questionable contest . . . 
one w Inch may anger listeners because 
rules, or prize details, are eloud\ and 
misunderstood bv listeners." 

m 

Besides Gill, other Code Board 
members include Richard 0. Dun- 
ning. KHQ, Spokane: Elmo Fllis, 
\\ SB. Atlanta: James L. 1 lowe. W1RA. 



Fort Fierce. Fla.: Robert F. Jones. 
WFBR. Baltimore: Herbert L. Kreu- 
ger. WTAG. Worcester; Robert L. 
Pratt. KGGF, CofTee\ ille. Kansas: 
George K. Yolger. KWPC. Musca- 
tine, la.: and Cecil Woodland, WFJL. 
Scrantou, 

The Code Board also indicated the 
desire to encourage subscriber sta- 
tions to designate their code subscrip- 
tion h) earning the code seal in their 
station promotion and advertising. a< 
well as stationer), or wherever the 
station's 1 call letters and logo appear. 
It was reported that Standard Rate 
and Data asked for a fee for includ- 
ing the code seal in listings. So fee is 
charged for R \B or other desisna- 
tions. 

I Please turn to pa^e 52 > 
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PRUDENTIAL'S TV BY-PRODUCTS 



^ Insurance company sharpens public service image 
via extensive loan program for 4 20th Century' episodes 

^ Prudential agents pick up where company leaves off, 
lineup leads through involvement in local activities 



I f hot leads are the life blood of the 
insurance business, Prudential defi- 
nitely plays il cool. 

Two- thirds of the Newark-based 
company's national advertising budg- 
et goes into the educational Twentieth 
Century program I CBS TV), nestled 
in Sundays "intellectual ghetto*' time 



after it appears on the air. There 
were over 100,000 showings of the 84 
titles available last vear. 

About o0 r Y of the showings are re- 
quested 1>} secondary schools — cer- 
tainh no hotbed of life insurance 
prospects — and the agents do not get 
commercial with students, though 




'TWENTIETH CENTURY' has been Prudential's image-building vehicle since October, 1957. 
Winner of some 30 awards, the show delves Into history and current affairs. Above: *The Berliners' 



period. And rare 1 !} do the commer- 
cial^ get around to building prospect 
li.-ts In solic iting requests for litera- 
ture, liather the\ arc devoted to pro- 
moling the ser\ ices Prudential per- 
forms, and projecting its security- 
depeudahilil \ image. 

Further more, extensive time and 
effort go into Prudential s film lend- 
ing service, which makes T wentieth 
Century available, gratis, to secon- 
dary schools and adult organizations 



they max have 1 a word or two with 
their teachers. "1 he remaining show- 
ings are for adult groups, and here 
Prudential does provide its agents 
with a golden opportunity for pros- 
pects and also furnishes plenty of 
advice on how to make the most of it. 

Though most of the film lending 
programs benefits are anything but 
tangible and immediate. Prudential 
sees tin 1 annual $190,000 investment 
as in fin itch \\ orlh while. The com- 



mercials are included as originally 
rim. so the audiences arc not left in 
doubt as to their benefactor. If most 
of the viewers are still in junior or 
senior high school, that doesn't both- 
er Prudential, since these are tomor- 
row's adults, and when the time for 
insurance purchases conies, the com- 
pany presumably will have the inside 
track. 

For school showings, the arrange- 
ments usually are handled directly bv 
Prudential 1 ? film lending service, but 
in the case of adult groups the local 
agent is encouraged b) Prudential to 
pla\ as large a role a^ possible, since 
this is a major prospect-builder. 
Prudential's public relations and ad- 
vertising department, headed by 
Henrv M. Kenned\. executive direc- 
tor. supplies the company 's agents 
with instructions on how to make the 
most of the film lending program. 
Other ke\ figures in this project: Jo- 
seph Hoffmann, assistant director of 
advertising; William F. Hedden. ad- 
vertising manager. 

Prudential agents receive, first of 
all. a general orientation folder spell- 
ing out the types of adult groups to 
approach with film offers, and how to 
go about it. There is a sample letter 
to organization leaders, informing 
them of the film lending service and 
encouraging them to take advantage 
f th is opportunity. The folder even 
includes a sample news release to 
send to area newspapers when an or- 
ganization books a Twentieth Century 
episode. **\Ve show* our agents how T to 
conduct their own p.r. campaign/' 
kenned > savs. 

In addition. Prudential agents are 
equipped with complete lists of film 
titles, printed on a handy-for-mailing 
folder to send along to community 
groups, ll is set up so the organiza- 
tion requesting film can check off the 
title, fill in the dale desired for show- 
ing, and re-fold the sheet with Pru- 
dential's address on the outside. And 
it's read\ for mailing. 

Prudential then sends the requested 
film to the agent in whose territory it 
is to be shown. That agent has the 
option of sending il over to the or- 
ganization, or playing a larger part 
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ill the process In nctualh putting in 
an iippearanee at the meeting. For 
this more aggres>i\o agent. I > rntle n- 
tial sends a brief introductory speech 
along with the film, to guide him in 
?a\ ing a few word* to the group 
about the sIiom before the film goes 
on. 

As a further means of keeping its 
ajrents full\ informed of what's hap- 
pening on Twentieth Century, Pru- 
dential >ends them an "Ad\ance 
News'" release each week. Ibis de- 
scribes the upcoming program and 
spells out the topics to be covered in 
the accompanying commercials. The 
releases contain additional material 
designed to spark agent us-e of the 
films, such as quotes from agents* vnIio 
ha>e found this a worthwhile source 
for expanding their prospects. 

The school phase of Prudential's 
local-level exploitation of its network 
t\ program includes study aids pro- 
dded in advance of each program's 
appearance on the air as well as fu- 
ture loan of the films. Mailed on a 
hi-weekh basis to some 76,000 teach- 
ers, these "Television Teaching Aid" 
booklets feature background material 
in depth on each program. Also in 
the tv teaching aids are lists of paral- 
lel readings, from books and periodi- 
cals various audiovisual materials 
which might be obtained to supple- 
ment the show. >ugget«tecl research 
projects for the students — and a com- 
plete list of tv stations that will be 
carrying the programs, with local 
time. 

Prudential officials see both imme- 
diate and long-range benefits in this 
teaching aid arrangement. Since an 
integral part of the studv plan is 
watching the shows, it acts as an au- 
dience builder. To watch Twentieth 
Century becomes part of the students" 
homework, the parents presumably 
will not interfere, and main of them 
can be expected to join the audience, 
runs the reasoning. On the other 
hand, in homes where parents want to 
w atch the show but \ ield to the chil- 
dren's urgings for something more 
juvenile, the school tie-in can sob e 
the problem. As in the case of the 
film lending sen ice. this associa- 
tion with school class work is ex- 
pected to ha\e the far-reaching result 
of lea\ina students with a fa\ orable 
impression of Prudential when thev 



Tv show helps Prudential's agents 



in ii H 




PRESTIGE and PROSPECTS 
- # 
your 

film lending service 



FUNDAMENTALS are spelled out in 
this folder, "Prestige and Prospects 
Through Your Film Lending Service." 
This informs agents of the kinds of 
organizations to approach with film 
offers, and furnishes a sample letter 
to their presidents describing the 
service. In addition there is a sample 
news release to be sent to local news- 
papers when a club in the area sched- 
ules a "Twentieth Century" episode. 



COMPLETE LIST of available "Twenti- 
eth Century" titles printed on ready- 
to-mail folder is supplied to Pruden- 
tial agents who send it along with 
letter to organization leaders describ- 
ing film lending service. List includes 
slots for date the film is wanted, and 
for alternate date. Form contains 
address of Prudential plus space for 
agent to stamp his name and address, 
giving applicant option of mailing 
request to either one. The folder is 
designed to fold easily for mailing. 



C. T r um)F« Trf£ ice 



'ADVANCE NEWS 1 of each "Twentieth 
Century" episode goes out to the 
agents. This sheet not only describes 
the show's content, but fills in the 
agent on topics to be covered in com- 
mercials with the program. The rest 
of the material is devoted to firing up 
agents to take advantage of the film 
lending service. One approach is to 
quote from those agents who have 
made successful use of this facility, 
increasing sales, broadening contacts. 



PRUDENTIAL PUBLICATIONS keep 
agents posted on their colleagues' 
progress with the film lending service 
tie-in. Pictured is an issue of the Cen- 
tral Atlantic Dist. magazine, in which 
a Prudential agent describes a film 
showing which netted 40 prospects. 
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Prudential gets in the schools 



BACKGROUND material in depth 
for each "Twentieth Century" epi- 
sode goes out to some 76,000 
school teachers to aid in related 
classroom work. "Television 
Teaching Aid" booklets include 
lists of parallel readings in books 
and periodicals and audio-visual 
aids that could further students* 
knowledge of the subject involved. 
There are several suggested re- 
search projects. Also in the book- 
lets is a complete list of tv sta- 
tions carrying the show, with local 
time. It is assumed that this program helps build audience for 
Twentieth Century, since the show is, of course, part of the home- 
work in this study project. The rest of the family presumably will 
look in along with the students. While the students are not yet in 
the market for insurance, Prudential values reaching them early. 



LA QUARDIA 
REACHING FOR TMC MOON 



reach eventual l\ iiiMiranee-buving 
age. 

In pointing out some of the rea- 
sons why Prudential devotes so inueli 
of its advertising effort to an image 
of solidity, dependability am] public 
service, instead of straight sell. Ken- 
nedy delved into the. basics of the in- 
surance business. He said lhat, after 
alb insurance companies sell a prom- 
ise; to pay money under certain cir- 
cumstances in the future. Iliere is no 
solid merchandise changing hands. 
As he put it. "The consumer is not 
ven much concerned about what he- 
comes of General Motors afler he 
buys oii4? of its ears, so long as parts 
are readih available. Put he main- 
I a ins nn interest in his insurance com- 
pany, in ils ability to lake care of his 
family in the future/* 

Prudential's tv commercials are 
created by Peach. McClinton. As ac 
count supervisor Thomas* l\ Crolius 
puts ib they do no] sell insurance. 
That's the job of tin* Prudential 
agent. The purpose of the commer- 
cials is "to make it easier for the 
agents to »et a hearing, bv eontrihut- 
ing to PrudentinlV public image/' 



\\ bile it is impossible to blend the 
commercials into individual episodes 
of Twentieth Century, which may deal 
with an\ thing from military cam- 
pnigns to sports events, the idea is 
that thev blend in with the whole con- 
eept of the show. Says Crolius. "The 
objectives of the program and the 
commercials are the same: to con- 
tribute to Prudential's public image/' 

These commercials remain a part 
of the Twentieth Century films which 
have been viewed by some II million 
people under the lending program 
since its l>4 i gan back in January. 195o. 
Prudential reports that not one ad- 
verse criticism has come in regarding 
the inclusion of the commercials, and 
the company considers this a strong 
indication of the success with which 
they project the desired image. (Actu- 
al!}, they're a trifle surprised at Pru- 
dential that some eccent ric school 
marui soinew hen* W4)uldn t have 
voiced disapproval 4)f having the com- 
mercials in her classroom.) 

A prime example of how the Pru- 
dential film lending service can bring 
in quality prospect* for its agents was 
described in a recent company pub- 



lication, llarrv Argenlien) of Pruden- 
tial's Central Atlantic Disl. is quoted 
as saying. " The film lending program 
is eat. You not onl\ <zet leads 
given to you. but you reap all the 
prestige behind the tv series.' Con- 
tinues Argeutiero. '"You can qualify 
the prospects In selecting the groups 
you show to. Pest of all, it doesn't 
take a great deal of \4mr time." 

Argeutiero describes his experience 
in showing the film ''Addicted. Part 
I to 70 people at a Citizen's Civic 
League meeting. He had a friend 
who is a narcotics inspector address 
the group. Argeutiero also gave a 
short talk, ou the services offered bv 

• 

Prudential. Result: ''Out of the Civic 
League meeting. 1 got 10 leads — that's 
almost 60 r f of the people present. 
Another thing. I sold a policy to the 
narcotics inspector w ho made the 
speech ! " 

Prudential, long a sponsor of pub- 
lic service tv programs, is most 
pleased with Twentieth Century's per- 
formance in terms of ratings, awards, 
and public attitude. During the win- 
ter seasons, the show reportedly ha« 
been drawing audiences which com- 
pare favorably with the average night- 
time network show — this despite its 
Sunday (0:30-7 p.m. EST I time 
period. 

The show has recei\ ed approxij 
rruiteL 30 awards, including a recent 
Emnij. Prudential reports that in pub- 
lic attitude surveys, approval of Pru- 
dent ial has its highest incidence 
anion" viewers of Twentieth Century. 

Prudential, which reportedly has 
led the field in new life insurance sold 
for ei<zht of the last nine \ cars, has 
concentrated on Sponsorship of up- 
lifting tv programs since 1954 when 
it began a three-year association with 
CPS" ) ou Are There, followed by an 
ofTshoo! of that series called Air Pow- 
er. There were leaching aids with 
these shows, and extensive merchan- 
dising, but it wasn't until Twentieth 
Century that the film lending was 
la n nched. 

Twentieth Century is a 52-week buy 
for Prudential. Of each year's shows. 
26 art 1 new. 26 repeals. The large 
number of repeals is considered en- 
tirely appropriate because surveys 
show a large audience turnover from 
week to week, due primarily to the 
Sunday time period. ^ 
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WEB TV'S NEW DAYTIME REACH 



^ A series of NBC studies hv A. C. NirWn attack the 
theory Slayliine is for frequency, nighttime is for reach* 

^ Facts and figures on web daytime television open 
new doors for a practical ami very effective purchase 



I 



t mm l>t* no coincidence that 
NBC's current daxthne resurgence is 
running parallel to its sharp attack on 
certain tv dogmas. 

Bolstered by a series of studies 
done by Nielsen, the network lias torn 
into w hal is still a commonly held 
attitude: that da) time network tv is 
great for frequency hut its reach is 
nothing to hrag about, 

ABC's studies were kicked ofT earlv 
in 1959 during a general slump in 
daytime hillings. While the network 
had its competitive troubles, there was 
a feeling that a key selling problem 
was overcoming the belief that night- 
time's reach was superior to the da\- 
time part of the schedule. Even the 
frequency advantages of da) time 
could not generate enough interest. 
Manv clients felt (and still feel) that 



frequene) often can he wasteful. 

However, il was obvious to NBC 
and Nielsen researchers that, in the 
past few years, changes in buying 
patterns specificalh . scatter plans — 
plus the rock- bottom prices being 
offered, provided read) -made w cap- 
ons for producing evidence of day- 
time network tv's greater audience 
reach. 

NBC decided to probe into the sta- 
tistics of da) time t\ at a series of 
anabtical levels. Their objective was 
to find out (1) if nighttime is really 
better than da) time tele\ ision for 
reach. (2) if da) time television's fre- 
quency per home is still stronger than 
nighttime. All things being equal, a 
£ood bin could be based on these two 
factors combined or reach alone. Fre- 
quenc) plays a lesser part. 



As the cluiii on page 'M) iudiratcs. 
da\tinn*t\ bn\>areb\ no mean> con- 
fined lo a narrow ba*e of homes 
reached o\er and oxer again. On the 
font ran. a matched budget compari- 
son proves da) time lo be a better buy 
l 22.1 million homes \s. lo. I million i 
both for reach and frequene). 'ITie 
comparison \s as tabulated b) \. C. 
Nielsen for a four-week cumulative 
audience base with com* \hiuallv the 
same per schedule. \n alternate week 
nighttime show xva> used with an 
above-average rating costing approxi- 
mate^ $90,000 bi-wcekl) (time and 
talent). Six programs costing about 
S 12.000 per x\eek a total of $\\ 1 ,000 
made up the da) lime flight. 

\ol oid) did I lie da) time schedule 
pro\c to be a more efficient buy for 
advertisers seeking reach — four mil- 
lion homes advantage — but frequen- 
cy per home for the da) time schedule 
was more than twice as high, \nother 
phis revealed in the first part of 
NBC's and Nielsen's three part stud) 
of web da) time telex ision was sched- 
ule size. The da\ time schedule ac- 
counted for 42 commercial minutes 
although nighttime's schedule allowed 



Daytime schedule vs. nighttime program by quintile 

Number of homes reached in each quintile over four-week period 

By nighttime program By daytime schedule Difference 



Quintile 



1. (Heaviest rieuiug 20%) 


1.200 


6.600 


+2.100 


2. 


5.100 


6.600 


+ 1 .500 


3. (Middle vien ing 20% ) 


3.-100 


3.900 


+ 500 


4. 


3.500 


3.300 


200 


5. (Lightest rieuiug 20%) 


2.000 


1.600 


— 100 


All Homes 


19,100 


22,100 


+4,000 



Source: NT I — March - April 19^0 



QUINTILES are derived by ranking homes in order of time spent viewing and dividing them into five groups, 
each containing 20% of the homes, ranging from the heaviest viewers down to the lightest viewers. 
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onlv mx. Program eo^N were one- 
eighth the level of nighttime. 

The stud\. when anahzed cm a 
multiple eommereial basis, also put 
<lii\tinie in first j>laee. Total homes 
receiving tuo or more eommereial 
impression? over a four-week period 
for <la\time was 1G.9 million vs. 14.2 
million evening homes — again, a day- 



time advantage of 2.7 million homes. 
As the 1 ( J60 ehart below iudieates, 
davtime lias the edge on every level 
of reaeh and frequency. 

The second study conducted by 
Nielsen, as part of NBC's three part 
series, sheds further light on the day- 
lime television audience. This data 
deals with the dimensions and char- 



acteristics of the da\ time viewing 
home. 

To effect i\ el v weisrh the character- 
istics of davtime television homes, a 
quintile study tabulated by Nielsen 
was 'used. Homes were ranked in 
order of time spent viewing. They 
were divided into five groups, each 
containing 20' '< of the homes, rang- 
ing from the heaviest down to the 
lightest viewers. As in the case of 
reach and frequency, the family char- 
acteristics of the daytime television 
audience created an even more in- 
\rtin*r buy. 

The results of the second studv 
showed that da\ timctelevision reached 
a substantial percent of the homes 
with large or medium size families. By 
contrast, daytime television reached a 
lesser percent of the smaller size fami- 
lies. Over a four-week period. 59.6'/ 
of the households with five or more 
family members was reached with an 
average of 6.1 commercial minutes per 
home. Similarly, coverage of homes 
consisting of three to four people was 
also high — 51.1 r ( at 5.3 messages per 
household. A small segment of fami- 
lies with onlv one to two members 
was reached — 39.1 r r of all families 
in that bracket -6.3 times per house- 
hold. The percent of all tv homes 
reached with daytime television over 
the four week survey period was 
49.0 r r with a frequency of 5.8 mes- 
sages per household. 

Also measured was the average age 
of housewives reached with davtime 
television. The results showed that in 
addition to davtime television reach- 
ing families of substantial size, the 
average housewife's age was relative- 
ly young. For measurement purposes, 
the age groups were broken down 
into three classifications. ^ oun^ 
represents all the housewives reached, 
via the da) time schedule, between the 
ages of sixteen and thirty-four; mid- 
dle age represents thirty-five through 
forty -nine years; and fifty years or 
older fall into the old classification. 
The da\ time schedule readied 56.0% 
of the young housewives with a fre- 
quency of 5.6 commercial impressions 
per home; 56.4 r r of the middle-aged 
housewives with 6.0 commercial im- 
pressions; ami 16.5'/ of the older 
housewives with a 6.1 frequency. 

As mentioned previously a quintile 
chart (page 35) was also used to out- 
line the effect! veu ess of daytime tele- 



WEB DAY PLAN, NIGHT SHOW BUYS 

Distribution of homes reached and frequency, 1956 

Homes 
Reached 



20,000 



15,000 . 



10,000 



5,000 m 



0 



1956 



Total Homes Reached In 4 WXa 
Even tnc-1 5 , 200 , 000 
Day-11, 000,000 




1 or 2 or 3 or ^ or 5 or 6 or 7 or 12 or 15 or 
more more more more more more »ore more ■ore 



Distribution of homes reached and frequency., I960 

Homes 
Reached 



25,000 „ 



20,000 , 



15,000 . 



10,000 _ 



5,000 



Evening 



[19601 



Total Horoea Reached - 4 WXa. 
Evening - 13,100,000 



Day 



22. 100,000 



am re 



> 4 i' 



o rt 



TO or 

morv 



THE NBC charts above, both computed by A. C. Nielsen from the 
NT1, January-February 1956 and NTI, 4-weeks ending April 3 f 
1960 reveal a significant difference in results of daytime vs. night- 
time buys. The first chart represents a daytime schedule of five-a- 
week strips. A "modern" scatter plan represents current comparison. 



36 



spomsoh • 16 jam a in* 1961 



\ ision. Daytime ^ iew tug was high 
anions the hea\ \ television viewers. 
Over the saint* four-week period, the 
hea\ iest 20' r of viewers ( 1 ) ac- 
counted for 6.6 million homes on the 
dauime schedule vs. A.2 million on 
the nighttime schedule a honus of 
more than 57 r * . Daytime's reach was 
also high among (juintiles (21 and 
( 3) — 6.6 mil lion and .V) million 
homes reached vs. nighttime's* pro- 
gram reaching 5.1 million ami 3.1 
million homes respectively. Yighttiine 
came out on top in the homes \ tew- 
ing lightest, (1) and (5). however 
da\ time's loss was slight. These are 
small family homes with a rclativeh 
high proportion of older memhers. 

Although not indicated on page 35. 
\l)C"s (juintile stud) also showed a 
Very high frequency per home for the 
daytime flight. Cher the same four- 
week jjenocl. the hea\ iest viewing 
quint ile (lop 20 r < ) revealed a day- 
time frequency of 8.5 impressions per 
home vs. the nighttime program im- 
pression of 3.6 — a daytime advantage 
of 1.9 commercial impressions per 
home per month. Similarly , day time 
reached more homes in three out of 
five of the (juintiles. Again, nighttime 
had the edge in the lightest viewing 
(juintiles with only a slight margin. 

The final NBC study conducted by 
Nielsen was prepared to sum uj) 
the j)re\ious two. All the original 
data was gathered and recalculated on 
an eight-week basis rather than four- 
weeks, in answer to the question u all 
that information is fine but what 
haj)j)ens over a longer period of 
time?" 

The results were as expected — day- 
lime television remained a better bu\ 
at every level studied. Based on eight 
weeks ending 3 April 1960. daytime s 
reach was 27.5 million homes vs. 24.0 
million homes on the evening flight — 
a daytime advantage of 3.5 million 
homes. Again, daytime frequency was 
substantially higher. Commercial 
impn*ssioris j)er home for the eight- 
week nighttime schedule was 4.5 
while dawime was more than double 
with a 9.4 frequency. 

The entire NBC stud\ conducted b\ 
Nielsen proved daytime television to 
he a practical bin for an alert adver- 
tiser willing to forget the widely held 
theory that "web daytime television is 
great for frequency but poor for 
reach/' 




COPY PLANS for their fm radio campaign are exchanged by Richard Walker (!) Larry Hatch, 
owners of the Robert Office Supply Co., and satisfied fm advertisers for the past two years 



FM A BOON FOR OFFICE 
FURNITURE, DESIGN FIRM 



A 



mong the increasing number and 
variet\ of advertisers nsinjr fm toda\. 
is one whose two-year loyalty to the 
medium continues to pay off in added 
lilies and company prestige. 

Dealers in quality lines of office 
furniture, stationery, forms and sujv 
j)lies. as well as designers and install- 
ers of complete offices, the Roberts 
Office Supply Co. of Portland. Me.. is 
convinced that the best and fastest 
way to reach the quality consumer is 
\ ia a quality medium. \s co-owner 
Richard W alker explains it. "We're 
not after the mass market — the small 
jmrchasers of greeting cards, small 
quantities of stationery and ^o forth. 
We want to reach the executives who 
want top quality equipment in their 
of lire*. We knew we could reach an 
important Segment of this grouj) 
through the fine music programing of 
WMTW -FM, since all the audience 
studies we saw* indicated a select 
grouping of professional men. execu- 
li\es, and office managers," 

That. j)lus partner Larry* Hatch's 
affinity to classical music programing 
for his a(hertising (he was at one 
lime a professional musician and is 
on the board of the Portland Svm- 
phony Orchestra), prompted their 
first purchase of one-minute spots on 
WMTW-FM (Poland Spr in gs-Mt. 
Washington) two years ago. With the 



station's tri-state coverage of Maine, 
Vermont, and Now Hampshire, Walk- 
er and Hatch found themselves reach- 
ing exact h the market the\ wanted — 
small, but select. 

Scheduled within the 6:30-7 p.m. 
slot, fi\e nights a week, the commer- 
cial* are straight, practical sell. Cop\ 
features office furniture, an office 
planning sen ice and an office 
furniture leasing j>lan. Sa\s Hatch. 
"Our commercials are designed to 
cover all aspects? of the business. They 
are written with a lofty apj>roaeh in 
an attempt to influence the executive 
decision maker of a business." 

Apart from sale- result- leach of 
the last two years shows a 2() r r in- 
crease I Hatch and Walker are j>ar- 
licularly pleaded with public reaction 
to their sj)ot^ —in the form of custom- 
er "fan mail" thanking the company 
for helping sponsor a classical music 
program and the warm reception ex- 
tended Roberts salesmen. 

So satisfied is Roberts with their 
advertising, that "we wouldn't think 
of changing it." says Hatch. "We use 
other broadcast media from time to 
lime, and will continue to do so, but 
the fine WMTW-FM programing 
uniquely fits our advertising needs." 1 
Roth he and Walker hope to be ex- 
panding their use of the medium in 
the ^er\ near future. ^ 
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ABC BRASS at Hagerty press conference [l-r): S. B. Siegel, Thomas Moore, Oliver Treyz, Michael Foster, Leonard Goldenson, Hagerty 



HAGERTY MOVES IN AT ABC 



^ Presidential press secretary takes over as ABC TV 
v. p. in charge of news and public affairs on 23 January 

Hagerty, in first press conference, says he won't 
he on-air commentator, will build strong news staff 



Laast week, in one of the briskest, 
brightest news eoiiferenees e\er held 
in broadcasting circles. ABC unveiled 
hs new television v.p. for news. >pe- 
eial events, and public affairs, the re- 
doubtable James C. Hagert}. 

Hagert). since 1952 press seeretarv 
under President Dwight 1). Kisen- 
bower, was introduced b\ AB-IM 
president I ,eonai d GoldeiiMm. and 
fielded the questions of some .*>() news- 
paper, magazine, and trade newsmen 
with the aplomb and good humor of 
an old pro. 

Though his VHC job doesn't be- 
come official unlil after the Kenncd\ 
inauguration. llageit} took four-da\s 
lea\ e of absence last week (without 
pa\, he was quick to point out I to 
meet the pies* and attend ABC alliili- 
iites and board meetings in Miami. 

I nder llagerh leadership, said 
Goldenson. AHC plans to "expand 
coiLsiderabh it* new coverage, with 



''special attention to Latin America." 
The White House press chief declared 
he considered the strengthening of 
ABC's reporting staff his first job. 
and said he would look for trained 
newsmen, not simply on-tlie-air-per- 
sonalrties. 

Kepl)ing to questions, he said Hath 
that he would not himself make t\ or 
radio appearances. ("I'm not a com- 
mentator, and if I tried to he one it 
w on Id stop competition wit bin ni\ 
staff — which I want.") 

Anticipating the objection that be- 
cause he had been so long identified 
with the Republican administration 
he might have difficult} in presenting 
political news impartial!} , 1 lagerh 
declared, *'l think I can do it. But 
the proof of that will be in the per- 
formance. If \ou find I don't do it. 
it will be \ our dut\ to clobber inc. ' 

Washington, said llagert). will be 
an immediate target for strengthening 



ABC news facilities since "it is the 
"news capital of the world.' He plans 
to work first on problems involving 
ABC stall, but lias in mind visits to 
all major ABC affiliates, and later, 
with Goldenson. a world news inspec- 
tion trip. 

Howls of laughter greeted the ir- 
reverent question. "Do you intend 
to hire Art Bncliwahl?" Ila^ertv 
grinned, recalled that he had "got up 
on the wrong side of the bed' on the 
morning of his now-famous tiff with 
the s\ ndicated humorous columnist. 

* 

He added that, in the job he had 
held, be thought lie had a right to 
"blow his top** occasional!} . and 
probabl} would do so at ABC. 

Asked about his ABC salar\. be 

* 

replied "I can li\ e on it." but de- 
clined to name the figure. He said 
that he himself had set the amount in 
his negotiations with Goldenson, and 
though he understood it was "some- 
what lowc 1 !**" than some other com? 
parable jobs paid, lie wanted to prove 
that he could earn the right to more 
lnonev . 

Joe Michaels. XBC news commen- 
tator, threw a cnr\e at llagert) with 
his barbed question, "Does \ our new 
job mean. Jim. that ABC is taking a 
{Please turn to page 52) 
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TV BASICS/JANUARY 

Network tv ratings enjoy increase 



Eiul-of-veur report shows a nominal increase over 
last year in network television's average program rating 



In spite of an expected leveling ulT 
in television program appeal, in \ iew 
of last \ ear's ^iglit decrease, the 
average rating for network televi- 
sion shows managed to climb a few 
points. 

Based on A. C. Nielsen's monthK 
network television index — in this par- 
ticular case November-December I960 
— the figures represent average pro- 



gram per forma nee for nighttime 30- 
atid 60-minute programs. 

In 1930. the drop-olT seemed to in- 
dicate a gradual trend of diMtiterest 
which would conclude at a le\ el slight- 
I\ below the present figure. However, 
the I960 figure ha> reversed the ex- 
pected trend, lending support to a 
higher average. 

Another point of interest in the 



chart direolh below. \> the mimher of 
shows scheduled duritm the >ur \ e\ 
period. From I9oo to 1 9o9 tin* num- 
ber of programs increased h\ 10 but 
the rating took a fa II. 1S\ contract, 
although iiiereas'mg otih st\ <how- in 
I960, the rating increased. 

In radio, the average program rat- 
in <: ha> been virtuallv at the same 
level, lrotiieallv. where the number 
of programs increased, the average 
rating decreased. 'Ibis holds true for 
the three-\ear comparison: 1959. rat- 
ing up. programs down: i960, rating 
down, programs up. ^ 
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Average program performance during winter months 

(Nielsen Average Audience, November-December Each Year) 

Daytime* Evening** 

1958 1959 1960 1958 1959 1960 



U. S. Tv Homes 

f % 5.5 6.0 5.8 20.2 17,9 18.6 



| (ooo) 2,393 2,670 2,622 8,787 7,466 8,407 



| No. Programs 65 60 78 122 132 138 

'15-mlnuie adult programs 
j| • '30-inlnute ami one hour programs 
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1. THIS MONTH IN NETWORK TV 



Specials scheduled during four weeks ending 12 February 



PROGRAM (NETWORK) 


COST 


SPONSOR, AGENCY, 0ATE 


PROGRAM (NETWORK) 


COST 


SPONSOR, AGENCY, 0ATE 


Hell & Howell Close-up (A) 

Hell Telephone Hour (i\t 
CHS Reports iC> 
\rl Carney Show- (K) 

King Crosby Golf < \> 
liobbv Darin Show (>» ) 
Hall of Fame <N) 
Inaugural Ceremonies (A) 


$ 30,000 

285,000 
57.500 
225,000 

250,000 

275,000 


Bell & Howell, McCann, 

1 '22, 2,6, 2 16 
AT&T, Ayer, 1 20, 2 3 
Philip Morris, 1 19 
Timex, Doner, Sara Lee, 

C£W, 1017 
Oldsmobile, Brother, 1 22 
Revlon, Grey, 1/31 
Hallmark, FCSB, 2 7 
1 20 


Inauguration Special (\) 
J. F. Kennedy Kepori C\) 
j MIC Opera <N) 

.National Ml Star How ling I At 

Omnibus { \ ) 

Projeet 20 ( \ > 

Remember How Great (\> 

Show of tbe Month (Cl 

Sing \long With Mitch l N I 


120,000 
300.000 


Purex, Weiss, 1 20 
1 31 

sust, 2 5 

Gillette, Miles. 1 21 
Aluminum, JWT, 2 5 
sust, 1 24 

Am. Tobacco. SSC&B. 2 9 
Du Pont, BBD0. 1 18 
Ballantine, Esty. 1 27, 
2 10 
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2. NIGHTTIME 



C O 





A F 



ABC 



SUNDAY 

CBS 



NBC 



MONDAY 

ABC CBS NBC 



ABC 



TUESDAY 

CBS 



NBC 



ABC 



6:30 



7:00 



Walt Disney 
Presents 
lindens (Mathes) 
Derby (McC-B) 
(Jen. Mills 

la v $94,000 



I Love Lucy 

'lairol (FCAUl 



rfeet The Press 

co-op 
L $6,500 



Twentieth 
Century 
Prudential 
(B-MrC) 
F $35,000 



People Are 
Funny 
Squlbbs (Dons- 
hue & Coe) 
L $24,000 



ABC News 
sust. 



D Edwards 
Amer Home 

(Bitei) 
■L t P.SQfl tt 



ABC News 

SUSt. 



News 
Texaco (C&W) 
L $6,500tt 



^o net service 



D. Edwards 
Am, Home 
(Batea) 

fcchlltz (JWT) 

u to , t 



ABC Ne> 
•urt 



News 
Teiaeo (C&W) 
L $6.500tt 



7:30 



Walt Disney 

Presents 
B$ .30- 7:30 
Canada Dry 

(Mathes) 
Brtllo (JWT) 



Lassie 
Campbell Soup 
(BBDO) 
li-F $37,000 



Shirley Temple 
(7-8) 

N'ahiseo (Mr- 
rami) 2/2 S 
B-Nut Life 
Savers (Y&R) 
r-L $70,000 



No net service 



D Edwards 
Amer Home 
Tapeat feed) 



News 
Teiaco 
(repeat feedl 



Expedition 
ilston (GB&B) 
-F $26,000 



No net 



service 



D Edwards 
Am. Home 
alt Srtilltz 
(iflieil fen!) 



News 
Teiaco 
(repeat feed) 



8:00 



Maverick 
(7:30-8:30) 
LKalier Co (YAB) 
Norema (BSCB) 



Dennis The 
Menace 
Kellogg (Burnettl 
Best Foods 
(GB&B) 



W-F $82,000 ^.p , 38p000 



Shirley 
Temple 



Cheyenne 
(7:30-8:30) 
Brlllo (JWT) 
lalston (Card.) 

1*eter Paul (DFS) 
rli-My (OBM1 
V-F $93,000 



To Tell The 
Truth* 

m.Home (Bates) 
Helene Curtis 
[MrCann) 
$cF $18,000 



The Americans 

W23 S Blork 
ISSCB) (7:30- 
:3<>1 Dow (N\C 
& K) Pan Am 

VfTee (BBl)O) 
2/6 S 



Bugs Bunny 
3. Fds. (BAB) 
Colgate (Bates) 



No net service 



Laramie 

(7:30-8:30) 
tm Gas (L&X) 
Icynoldi; (Esty) 
W-F $35,000 
Hall of Fame 
* <6-u£; : : : f z\ 



Hong Kc 

(7:30-8:j| 
iKaUer (T 

rmour (FCl 
erby (MrtJ 
F t 



8:30 



Maverick 

R.J. Reynolds 
(Eety) 
|*rmouT (FCAB) 



Ed Sullivan 
(8-9) 
Colcaie (Bate*) 

lit Kodik (JUT) 
7-L $85,800 



National 
Velvet 
Rexall (BBDO) 
Gen Mllli 
(BBDO) 
F $37,000 



Cheyenne 
R. J. Beynolds 

(Eity) 
P&G (B&B) 
A.C. (Brottier) 



Pete and Gladys 
Qoodyear (Y&R) 
Camatloo 
(EWRR) 
$c-F $37,000 



The Americans 



The Rifleman 
P&G (BAB) 
-F $40,000 



athcr Knows 
Best 

Kyser Bj>(Ji 
(D&C) 
SfcF $34,000 



Laramie 

Jt-XutLi/e Savers 
(YJtR); Pitt, 
trlasi (BBDO); 



Hong K 

eechara C 



9.-00 



Lawman 
R. J. Heynoldi 
(Eity) 
Whitehall 
(Batea) 
K*-F $41,000 



Ed Sullivan 



Tab Hunter 
P. Lorlllard 
(LAN) West- 
cloi (BBDO) 
[)r-L $39,000 



Surfside 6 
(8:30-9:30) 
Brn A Wmin 
(Bates) 
Pontlac 
(MacMJ&A) 
J&J (Y&B) 
■ F tnn.nnn 



Bringing Up 

Buddy 
Scott (JUT) 
i-F $35,000 



Wells Fargo 
Amer Tobacco 

B-Xut 
(SSCB) 
-F $47,000 



Wyatt Earp 
an Mllli (DFS) 
alt PftG 
(Compton) 
*-F $40,000 



Dobie Gillis 
Plllibury 
(Burnett) 
alt 

^hlllp MottIi 
(Burnett) 
F $37,000 



Alfred 
Hitchcock 
Ford (JUT) 
fj F W3.000 



zzie & H 
Kodak (J 
Coca O 
(McCan 
F » 



9:30 



The Rebel 
PftO (YAR1 
LAM (D.F.S.) 
(V-F $42,500 



G. E. Theatre 
Gen Electric 
(BBDO) 
)r F $51,000 



The Chevy 
Show 
(10/2 S) 

(9-10) 
Charrolet 
(Camp E) 
L $120 



Surfside 6 
Whitehall 
(Bates) 



Danny Thomas 
; en. Fds. (B&B) 



Klondike 
I, J, Reynold! 
(Eity) 
F $36,000 



000 



Stagecoach 
West 
(9-10) 
J. Mtra. (C-E) 
! 4 W (Eaty) 
Miles (Wada) 
'-F $33,000 



Tom Ewell 
Quaker Oata 

(JWT) 
AG (Burnett) 
$33,000 



hriller (9-10) 
Ail SuU (Bur- 
nett) ; Gleobrook 
(DFS); Am. 



Hawaiian 
(»:$0-l» 
arter (B 

^erfiam 
Whlteb 

»y-F v 



The Islanders 

(9:30-10:30) 
LAM (Mc-E), 
utten'i (Mathes) 
1,,-F $95,000 

Close-up • 

1 'OO 



Jack Benny 
J^Ter (SSCAB) 
State Farm 
(NL&B) 
IT-L $80,500 



The Chevy 
Show 



dv. In Paradise 
(9:30-10:30) 

Xoxz.ema 

(SSC&B) 
Brilln (JWT) 

Luden's 

( Mathes 1 

*e ^i i n.nnn 



Andy Griffith 
Oct Food i 
(BA-B) 
lu-L $47,500 



■1 



Dante 
Culver (Wada) 
linger (Y&B) 
y-F $37*000 [ 



Stagecoach 

West 
en. Fdi (OBM) 
alston (Gardner) 



Red Skelton 
Show 
Pet Milk 
(Gardner) alt 
S. C. J ohm on 
(F,CJtB) 
F $54,000 



Thriller 
B-Nut Life 
Savert (YftB) 
oharco (SSCB) ; 
(My-F $S5,000 



Hawaiian 
Am. oi 
(BaLei 
Oldtmel 
(Broih 



The Islanders 
Unltad Mtn. 
(Camp.-E.) 



Candid Camera 
Lever (JUT) 
Brlitol-Myen 
(Y&B) 
AuP-L $34,000 



.oretta Young 
Tonl (North) 
U Wamar Lam 
Lam & Feaslay) 

r-L $19,500 



dv. In Paradise 
LAM (McT-E) 
r. B. Williams 

(Parkson) 
liltehal] (Bates) 



Hennescy 
uyirlllard (LAN) 
Fds (TAR) 



Barbara 
Stanwyck 
Theatre 
Culver (Wada) 
\mer. Gai Co, 
(LAN) 
F $41,000 



Mcoa Presents 
Alcoa (FSR) 

t-F $36,000 



Garry Moore 
Show 
(10-11) 
mouth (Ayar) 
I. C. Johnson 
(NXAB) 
rfrlarold (DDB) 
L snsnnn 



NBC Specials 

(10-11) 
Parlous i pons ore 



Naked H 
(101 

C. <Ttro] 
erhy (M 
y-F 

P&Q (I 



Winston 
Churchill's The 
Valiant Years 
II* M (MoTann) 
Ivtl. Daltim 
(K&E) 

dt. j.'o.noo 



What's My Line 
Kelloee 
AH State 
(Tturnoli) 
S 1/1 
O L $32,000 



This Is Your 

Life 
Blrvk (Grey) 
iuP-L $21,000 



Peter Gunn 
Bristol-Myers 
DCSS), B. J. 
tcynoldi (Esty) 
ly-F $39 000 
Close-up # 

LVfi; 1 0 :.i0 111 



June Allyson 
Show 

uiionl (BBDO) 



Jackpot 
Bowling 
layuk (Warman 

A SchorT) 
irunsvrlck-Balka 
(McC-E) 
F $37,000 



o Net Service 



Garry Moore 
Show 



NBC Specials 



Naked 
Brli.->l 
Urn ft 1 
W. Laa 1 
IAF) ; 
(.Math 



^ ffpwlola. 

11 Coat la per segment. Prices do not include bu staining, participat- 
ing or coop programa. Costa refer to averacp show costs including 
ulcnt and production. They are gross (include 15% agency commission). 



They do not include commercials or time charges. Tliis chart covers period 
1 (i .I.in. 12 Feb. Program type's are iiulic.'iti'il n> follows: (A) Adventure, 
(Au> Audience Participation. (C) Comedy, (D) Documentary, (Dr) 



10 
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V G R A 




H 



16 JAN. - 12 FEB 



3NESDAY 

S NBC 


THURSDAY 

ABC CBS NBC 


FRIDAY 

ABC CBS NBC 


SA 

ABC 


TURDA 

CBS 


Y 

NBC 






ABC News 






ABC News 

1114 \ 












































D Edwards 

Philip AlOTTll 




D Edwards 
Parliament 


rtrds 

(Bttes) 
(Bates) >i 
t9.50UTT 


News 
>xaco (CAW) 
-L $6.500t* 


(Burnett) 
•It Schlltz 

(JWT) j» 

-L $9.500tt 


News 
eraco (CAW) 
•L $6.5O0tt 


(BAB1 
■It Amer. Home 

(Batei) > 
**-L $9.500tt 


News 
re i* co (CAW) 
-L $6.500tt 


service 






to net service 






No net service 


io net service 








rards 
Bomt 
trter 
feedl 


News 
Teraco 
(repeal feed) 




D Edwards 
Philip Morris 

alt Schlltz 
(repett feed) 


News 
Teiaco 
(repett feed) 




D Edwards 
Parliament 
alt Amer. Home 
(repeat feed) 


News 
Teiaoo 
(repeat feed) 


janauts 

«:30) 
I'arler 
Uill- 

klorse) > 

$s;.ooo 


Wagon Train 
(7.30-8:30) 
Ford (J\YT) 
*-F JSS.OOC 


Westward Hoi 

talston (GBAB, 

Gardner) 
7-Up (J\YT) 
e P S3S.000 


Ann Sothcrn 

S. C. Johnson 1 
(HA 11) 
Gen. ImIs. * 
Ut A 11) V 


The Outlaws 

AW. PJllsbury 
i< Minium ; 
. Drd (Weiss) 
' F JSS.000 
Peter Pan 


flatty's Funday 
Funnies 
Mattel 
Carson Roberta) 
Se-F $10,000 


Rawhldt 

(7 :30-8.30) 
G. Fds (BAB) 
Dracicet (YAR) 
*. Morris (BAH) 
I Myers (V&Ri 
<'olKato (LAX) 
V 1" f^'0.000 


Happy 

tAW iK.MA.li 


he Roaring 20's 
7:30-8:30) 

Colgate (Bates) 
Carters (Bates) 
ly-F $S3.000 


Perry Mason 
(7:30-9:3*) 

^jrt. 1 it aft* / Tl m. ( \ 

i-Oisate (tsiieaf 
Parllameot 

(BAB) 
ly-F JSO.non ' 


Bonanza 
(7:30-8:30) 
Pills bury 

(C-Mlihun) 
RCA (JWT) 
km. Tob. (BBDOl 
IV -F $78.0M 


iauts 


Wagon Train 
ft J. Reynold! 
(Eaty) 
Natl Blic 
(Me-E) 


Donna Reed 
Campbell 
(BBDO) 
alt 

Johnson A J 

(TAR) 
C-F $10,000 


Angel B 

S. C. Johnson ( 
(HAH) I 
Gen. Ktls 
(B&m 


The Outlaws 
-Nut Life Sarers 
FAR) ;War-Lam 
LAP); Colgate 
(Dates) : Pan 
Amer. Coffee 
[Camp.-MIth.) 


larrigan Cr Son 

( 10/7 S) 
>eynolds (Frank) 
C F $39,000 


Rawhide 
•'ablsco (Mc E) 


One Happy 
Family 

sust 


The Roaring 

20's 
Derby (Mc-E) 
Am. Chicle 
( Bates 1 
eecham (KAE) 


Perry Mason 
Kterltni (DF*Hi 
Bracket (TAR) 
Moores (BAB) 


Bonanza 
ten open 


Alive 
iFCAB) 
Bttes) 
$1<) 000 

how of 
onth C 

1 0-9:30 

• 


rice Is Right 

(NCAK) 
-L $22,500 


The Real 

Mcuoys 
AO (Coop too) 
e-F $11,000 

V 


I 

Zane Grey 
Theatre i 

MB) P. Lortl- 
lard (LAN) V 
• F $45,000 


at Masterson 

(9/29 S) 
^ealtest (Ayer) 
TTIIW "Rrrw 

(Ayer) 
F $39,000 
(em. Great # 
! 9; S:30-9:30j 


Flintstones 
Miles (Wade) 

Mil 

R. J Reynold! 

(Etty) 
C F $44,000 


Route 66 
(8:30-9:30) 
rheTTolet (C-E) 
^terllnjr (DF3) 
Philip Morria 

(Burnett) 
k -F $S5.000 


Westinghouse 

n|L, 

r(ns. 
M'estlnchouso 
(Mc<"ann) 


Leave It To 

Beaver 
La Is ton (Gardner, 
OBAB) 
GE (Grey) 
3e-F $30,000 , 


Checkmate 
(8:30-9:30) 
Bm. A Wmsn. 

(Bates) 
alt. K. Clark 

(F.CAB) 
ly-F $50,000 


Tall Man 

R J. Reynold! 

(Esty) ; 
Block (S.*CB) 
V-F $56,000 


Ister 

lUtN) \ 
? L 


Perry Como 
Kraft (JWT) 
-L $125,000 ! 


4y Three Sons 
Tievrolet (C-E) 
c-F $49,500 1 


6 

The Witness 
i <* . i n t 

rynnld* (Esty) 
L 1 '26 

S 


ichelor Father 
Whitehall 
I i>ai el ( 

alt Am Tob 

(Oumblnner> 
: F $38,000 


7 Sunset Strip 

49-19) 
Am. Chicle 
(Batei) 
ly-F $85,000 


1 

Route 66 A 
V 

s 


tell Telephone 

Hour 

(9-10) 
TAT(NW Ayer) 
-L $175,000 
ng With Mitch 
I, 27. 2 10; 9- 

10) • 


.awrence Welk 
(910) 

I^OUJIO CUrtiltf 

J B Wllllami 

(Parkson) 
lu-L $45,000 


Checkmate 
tm. & iinosn. 

(Bates) alt 
l-ever (KAE) 


The Deputy 

Bristol Myen 
(YAR) 
Jen. Clf. (TAR) 
V-F $39,000 


)|ot t 
«at 

i(Kity) 

*<y«i 

*f$ir.ooo 


Pap ru C" Am a 

rerry lumio 


Untouchables 

(9:30-10:30) 
Armour (PCTRl 
LAM (Me El S 
ty-F $90,000 


Ann Sothern 
S. C. Johnson 

(BAB) Ova. T 
Foo<Is (BAB) 
:-F $41,000 

Gunslinger 
2 n s 


;nnessee Ernie 
Ford Show 

Fortd (JWT) 
L $45,000 


7 Sunset Strip 
R. J. Reynold! 
(Eity) 
Whitehall 
(Bates) 
'.eecham (KAE) 


You're in the 
Picture 

LAM (DFS) 
k-F $37,000 


ell Telephone 
Hour 


1 

.awrence Welk 

i 


lave Gun. Will 
Travel 
Whitehill 
(Batee) 
It Lerer (JWT) 
T-F $40,000 


The Nation s 
Future 


I el Hr 
d 10-11) p 

ho s 

:$so.wo 


;ter Loves Mary 
FAG (BAB) < 
;-F $38,000 1 


Untouchables 
"hitehall (Bttes) 
eecham (KAE) 

i 


ice the Nation 
(1/26; 10 111 

1> 

CBS Reports 
1U; 10-11) ^ A 


Groucho 
Marx 
irlllard (LAN) 
Ton! (North) 
iPL $30,000 


Robert Taylor 
in The 
Detectives > 

PAG 
(BAB) 
ly-F $45,000 


1 

Twilight Zone 
en Pood (TAR) 
CoI*at* (McC) 1 
L*T $36,000 


Michael Shane 

(10-11) 
Oldsmoblle 
Rrother) Pitt. 
31ws (BBDO) 
y-F $78,000 


Fight-Week 
Mllette (Maion) , 

Mllet (Wade) 
: P-L $45,000 

Bowling 
1 21; 10-11) ^ 


Gunsmoke 
A.M (DFS) alt 
Hperryitana 
(TAR) 
^•F $42,000 




Inea+re 
*ho-ll) 


o net service 1 


irnie Kovacs 
Take A Good 

Look F 
onsolldtd Clgsr 

(EWRAR) 
Closc-up # 
ri/lfi; 10.3H 
11) 


ice the Nation 




Law (r Mr. 
ones (10/7 S) 

P&O (BAB) 
■F $41,000 


Eyewitness to 
History 
Firestone 
(C E\ 
I. A $25,000 


Michael Shane 


Make That 
Spare 
Brn. A Wmaa. 

(Bated) 
llllette (Maxon) 


^o net servict 


Man From 
Interpole 
Bterllni (DF8I 
i-T $25,000 



Crania. (F) Film, (I) Interview, (J) Juvenile. (L) Live. (M) Misc. 
n Mu) Music, (My) Mystery, (N) News. (Q) Quiz-Panel, (Sc) Situation 
Tomedy, (Sp) Sports, (V) Variety, (W) Western. tNo charge for repeats. 



Li preceding date means last date on air. S following- date means starting 

date for new ;.ho\v or sponsor in time 1 slot. JTrice not a v inhibit 1 . 
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A bridec is a faster wav to cross a river. When you lake 
it — you buy time. 

Actually, to <>et our work week done, all of us purchase 
this commodity from one another. When you hail a cab, 
board a plane, or just pick up your phone you 
buy time. We coidd go on. 

When you buy SPONSOR you buy time, too. 

and you ought to know just how much you're buying for 

how little. 

You buy informative time: — a staff of the best reporters 
in the held deliver up to the minute news every week, 52 
weeks in the year. You buy analytical time: — 
the keenest minds in the broadcast industry give you 
studies in penetration of the important trends of the 
day. You buy digested time: — assembled and assimilated by 
experienced hands to bring you the most comprehensive 
picture of the broadcast field. 

You're buying thousands of hours of this sort of time for 
just 15c per issue — 52 issues for $8 a year. Can you afford 
to be without it? 



THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 



DAYTIME 




C O 





A F 



10:00 

10:15 
10:30 
10:45 
11:00 
11:15 
11:30 

11:45 
12N 
12:15 
12:30 
12:45 
1:00 
1:15 

1:30 
1:45 

2:00 
2:15 

2:30 

2:45 
3:00 
3:15 
3:30 
3:45 

4:00 
4:15 

4:30 

* 

4:45 
5:00 
5:15 
5:30 

5:45 



ABC 



SUNDAY 

CBS 



NBC 



Meet the 
Professor 

1/29 S 



The Piper 
Ten. Mill* 



Direction *6\ 
i mt 



Lamp Unto Mi 
Feet 

lUlt 



Look Up 0 Livi 
itiit 



UN in Action 
iu»t 



Camera Three 
ruit 



CBS TV 
Workshop 

JUSt 



CBS TV 
Workshop 



CBS News 

12:55 



issues O 
Answers 



ABCt 



MONDAY 

CBS 



NBC 



Sponsors 

A K. Maley; 
Armour: IilorL : 
cont'd Tues. 



Morning Court 



Frontiers of 
Faith 

lUlt 



Love That Bob 



Camouflage 



Number Please 
Beat The Cloclc 



December Bndt 
■uit 



Video Village 

lUlt 



i Love Lucy 

BUSt 



Clear Horizon 
sust 



Leve of Ufe 
suit 

Amir Horn* Pnx 

lit lUlt 



Search for 
Tomorrow 
PAG 



Guiding Light 



About Faces 



Sunday Sports 
Spectacular 

(2:30- 1) 
Schiilz. LAlM. 
< niter, li Myers 



Roundup U.S.A r 



Championship 
Bridge 

\ Km Vantlm 

iShwajdlT) 



Sunday Sports 
Spectacular 



Pro Basketball 

{•2 roncl ) 
various sponsors 



Pro Basketball 



Pro Basketball 



Pro Basketball 



Day In C*urt 



Road To Reahtv 



Queen Fer a 
Day 



News 

<M:05) 
■uit 



World Tarns 
PAO 

Lip ton alt 
H. Curtii 



Say When 

Sterling alt sust 



Play Your 
Hunch 
lust 
alt Whltohall 



Price Is Riffhr 

lUSt. 

filenbrook 
alt WhltebaU 



Concentration 
CuItot alt 
Lefer 



Mermen alt Lerer 



Truth or 

Consequences 
Miles 

PfcQ 



It Could Be You 
Culver alt lust 

P&O alt Mnthura 

News H2;55-l) 
Oen. Mills 



No net service 



No net service 



TUESDAY 

ABCt CBS 



NBC 



Sponsors 

Brillf>: barter's 
Uttle fills; 
('hem way 

cont'd Wed. 



December Bride 
■uit 



Morning Court 



Love That Bob 



Camouflage 



Beat The Clock 



Number Please 



About Faces 



Video Village 
iust 

\m. Home Pdts. 
alt susl 



I Love Lucy 
iust 

IU3t 



Clear Horixon 
Ylck alt, m at 

sust 



Love of Life 
sust alt. Quaker 
(HU 

Am. Home 
<wkly> 



Search For 
Tomorrow 
PAG 



Guiding Light 

pag 



News (12-55-1) 

IWO 
ft. ?»1U 



News 

(1-1:05) 
iust 



No net service 



World Turns 

PAO 

Sterllnx alt 
Quaker 



Full Circle 
■uit 



Art Llfllcletter 

Wlma. Ltt, 

William* alt sus 



Jan Murray 
Show 
auit 

sust alt Anahlsi 



Millionaire 



Who You Trust? 



Verdict Is Your 

sust 

Amer Home 
alt luit 



Tomorrow 

Am. Machine *■ 
J'ou ridry 
1 29 S 



Paul Winchel 
Hirta 
Mountain 



Pro Basketbal 



Tomorrow 



American 
Bandstand 

fttrldex 
Am f'hlirlf. W 
Lambert , Vlcks 



Pro Basketbal 



Amer. Band. 



Bri ghter Day 

Secret Storm 
Amer Hon* Pnx 



Loretta Young 
Smnx alt. B-Nut 

P&O 



^oad to Reality 



Young Dr. 
Malone 

Leeming 
P&O 



From These 
Roots 
i uit 

alt Mentholatuin 
sust alt Totil 



Make Room 
Daddy 

sust 



For 



Edge of Night 
PAG 



Matty's Funda 
Funnies 
Mattel 



Rocky 0 
friends 
O Mills, Am 
Clitcle. P. Tan 



4- 



Amateur Hou< 

Wimaras 

N. Y. 



College Bowl 



Celebrity Gol| 
Kemper (all.) 

Pro Basketbal 



Chel Huntley 

Reporting 
Pro Basketbal 
Kemper Ins. Co 



American 
Bandstand 
aa-ao 



Captain Callan 

Gen. Milli, 
Sweets. Gilbert 



Curtii 

Vlck 



alt 



suit 



Here's 
Hollywood 

Mmoniz alt Tom 

Colgate 
alt Jercens 



Day In Court 



Art Linkletter 

alt Scott, 
J. B. Wllllami 



Queen For a 
Day 



Who You Trust? 



American 
Bandstand 

Noxzema, fitrlder 

11-Nut. Am. 
Chicle. B Myers. 



Full Circle 
■uit 



Kallot f 



Millionaire 

sust alt. Vlck 

Weott alt. Quaker 



/er dict Is Yo urs 

sust 



Brighter Day 

Vlck 



Secret Storm 
Uoaker 

ilt Scott 



Amer, Band. 



Edge af Night 
PAO 

Sterling 

ilt U T. French 



American 
Bandstand 



Rin Tin Tin 

Gen. Mills, 
Snoots 



Say When 
sust 

A nali it t 
sust 



Play-Hunch 
sust alt 

Colcate 

Sterllnx alt 

Slmonla 



Prk« Is Right 
ius t alt. B-N ut 

MentholaUim 
alt. sust 



Concentration 
Prl cld&lre 

alt. Gen. Mills 

A. Culver 
alt Leemlnc 



Truth or 
Consequences 
Nabisco B-Nut 

Culier alt 
Jergens 



It Could Be You 
Ml lei alt iust 



No net service 



No net lervice 



Jan Murray 

Show 
sust 



sust 



Loretta Young 
iust 



I* 



ABCt 



Sponwn 
Ri Lai; ' 

bert; Oen', 
Forxls: Or 
Mills Irtt 



cont'd TK 



Mornini C 



Lovt That 1 



Cdmoufl^ 



Beat The C 1 
Number Pit i 



it 



About Fic 



\ 



Ik 

Day In Cad 



t 

*oad to It* 



Young Dr. 
Malone 

s ust alt PA G 

Glenbrook all 
I'&G 



From Those 
Roots 

suH alt iflmonir.e 

sust alt Anahlst 



Make Room For 
Daddy 
suit 

PB>0 



Here's 
Hollywood 

Whitehall alt 
Mngen BstUI 

Cola 7 



Quean F# 
Day 



Who You T.lfc 
I* 



Amar. ti 

B-Not. Ti 
Weleh 



Amer. la 
Gen. VI 
Vie* Qua 

W Ufflb 



Am eric 
Bandit J 



Lone Ri» 
G#a MJ 

CriAcr J 



tNote: ABC Mon.Fri. daytime sponsors rotate on a weekly basis and are not regularly scheduled for nny particular shows or time periods. Alphabetical 

HOW TO USE SPONSOR'S The network schedule on this and preceding pages (40, 41) 

NETWORK TELEVISION 
COM PARAGRAPH 



includes regular h scheduled programing from 16 Jan.- 
12 Feb.. ineiuVnc (willi possible exception of changes 
made by the networks after presstime). Irregularly sched- 



i G R A P H 



16 JAN. - 12 FEB. 



NESDAY 

NBC 



rido 



Say When i 
suit 



Sponsors 

.in/ ; .litluiHMtt & 

nhmou ; LfU'i ; 
1 1 mil c Maid; 

cont'd Fri. 



THURSDAY 

ABCt CBS NBC 



ABCt 



FRIDAY 

CBS 



NBC 



December Bride 
sust nit. Vkk 



Say When 

MfM 



VfliihlM all 
Hiring 



Sponsors 

••yriuhh \ 1 4* t ii 1 
■Mirllni* I »riiif ; 
iVcl.h: Whlio 
will , Svirlllitii 



qecember Bride 

MM 



'.UM 



Say When 
i*l u II It Nut 

'■mint tilt sum 



SATURDAY 

ABC CBS NBC 



Captain 
Kangaroo 



Shari Lewis 
Nitl Mlsojlt 
-nun. \tn Hull 



sge 
list 
T. 



Play-Hunch 

sum all Sum* 

Colgate 



Video Village 
U T. I*rriuh 

Hit SUM 

llorax ilt AHP 



Play Your 
Hunch 

Colette all 

Miles ilt 
Heinz 



KM* 



Video Village 

MfM 



Play-Hunch 
suit alt. 

ColKllll' 



l.llitnn nit 5ii 



mg Leonard 0 
!hort Subjects 

lien Villi. 



( 'trlfMlP Hit 
\Tftnthnl.Ti.m 



'rice Is Right 

I3t'fl Mill* Hit 

Ulrrilmxik 
Heinz lit Culrer 



horning Court 



I Love Lucy 

Ivst I'M* alt Mist 

V. H Steel <ilt 
Lever 



'rice Is Right 
I. ever alt 
Gold s<<al 



horning Court 



1 Love Lucy 
suit lit 
Vlck 



Sfllw. Leetnlnt 



sust lit 

It T l-'i.n.li 



'rice Is Right 
\er tilt AnalilM 

uher nit Tunl 



cllogg Magic 
Land of 
Allakazam 



Fury 

Mllr Sal. I ,, t 

S(\C»'I 



on 



Concentration 
1-evtT «]t (Jen. 
Mills 

Nib I s co alt 

JpTvriis 



.ove Thai Bob 



Clear Horizon 

lUSt 

susl ilt. Borax 



Concentration 
O. Mills 
■It Lever 

Helm ilt 
Whitehall 



.ove Thai Bob 



Clear Horizon 
sust 



Concentration 

Lever 



Slmonlz all 
Mllos 



Roy Rogers 

M-Mle 



Lone Rdnger 
Gen Mills. 



ft 



Truth or 
Consequences 
lleln/ susl 

PAG 



Camouflage 



Love of Life 

It T Frenrli 
alt SUM 

Amer Hocna 



Truth or 
Consequences 

sust 



Camouflage 



Love of Life 
torax alt. Nab. 

*usl alt 

It. T. French 



Truth or 
Consequences 
Prig, alt aust 



PAO alt 



Lunch With 
Soupy Sales 

(3 en Foods 



Sky King 
\'abl«rn 



Ay True Story 

f U(rnlinx>k 



rtv til SI moil 1 7 



Could Be You 

Ilclnz nit Tonl 

r|ews 1 12 
(3. Mills 



L 

nee 



^o net service 



ris 
I 



^o net service 



eat The Clock 



dumber Please 



Search for 
Tomorrow 
PAO 



Guiding Light 

_ r>. 



It Could Be 
You 

! [I lea alt Vah lsco 

rfews 12 

O Mills 



cat The Clock 



Search for 
Tomorrow 
PAO 



About Faces 



News 
(I-I.05) sust 



dumber Please Guiding Light 
PAO 



Zould Be You 

FAG 

Hews 12 r 5-l 
t; Mills 



Pip Ihe Piper 

Gen. Mills 



Eighty Mouse 
Plhs. 

sum 

' '»lKat»' ah mim 



Qetective Diar> 

tllcnlir'X'lt 



s Imnnlz 



Mo net service 



No net service 



Jan Murray 
Show 
sust 

SllSt 



About Faces 



net service 



As the World 
Turns 
PAO 

riiiibuiT 



^o net service 



Day In Court 



Full Circle 

sust 



lUSt 



Ian Murray 
Show 

SUM 



Day In Court 



;»st 



News 

11-1:05) 
sust 



<\o net service 



World Turns 
Best Ponds 
alt. Tick 

Carnation alt 

It. T French 



CBS News 



SUM 



Mr Wizard 
toil 



<io net service 



Full Circle 
sust 



sust 



ill 



Jan Murray 
Show 
'Vhlehl alt. sust 



sust 



Championship 
College 
Basketball 

H-M.vcr? 

On Mills 



NBA Basketball 
Various 



Mretta Young 
sust 



mi 



Frluldalre alt 
Knox Gelatin 



oad to Reality 1 



Art Linkletter 
ever alt Praekett 



l'illMHIO' 



Loretta Young 

PAO alt sust 



oad to .Reality 



Heinz alt PAO 



Art Linkletter 
Lever Bra 

Williams alt 

MJSt 



.oretta Young 

sust 
alt O Mills 



I AO all O Mills 



Millionaire 

Qunkor alt 
It. T. French 



Championship 
College 
Basketball 



Young 
Or. Malone 

Menuen 

Olmlirook alt 
.lergens 



Young 
Or. Malone 
plough. O. Mills 



Queen For a 
Day 



Heinz, Plough 



Millionaire 
sust 

Drackett nil 

HrM F.ls. 



Young 
Or. Malone 

Itll es alt Cu lver 

AG alt O. Mis 



Queen For a 
Day 



f erber alt Nab. 



Championship 
College 
Basketball 



i-rom ihese 
Roots 

Oolcate nit 
Plough 

Asieeta alt tt Nut 



urt 



From These 

Roots 
I^over alt 
(3. Mills 

Nulilsixi alt 



Verdict Is Yours 
/ho You Trust? $ierllnK alt L*Ter 

It T. French 



From These 
Roots 
: Iranz alt. Heinz 



/ho You Trusl? 



Purex; D«tv alt 
Pure* 



Yerdict Is Yours 
Quaker Oats 
atl. Tick 

l>«Ter 



Championship 
College 
Basketball 



akc Koom ror 
Daddy 



Heinz 
alt sust 



Amer. Band. 
. Mills. B-Nut. 

^'elch. 11-M.ver*. 
W. f.aniherl 



Brighter Day 
Praekett 
Borax 



Make Room For 

Daddy 
uist alt. iteming 



Secret Storm 
V. Homo alt 



Here's 
Hollywood 
Cold Seal alt 
Jerir»'n< 



Ame. Band. 
Tonl, Strldex 



dge of Night 
PAO 

Pillsbury 



suM alt 
lrlirtdaire 



Here's 
Hollywood 
n-Nut alt. 

G. Mis 



Culver alt Tonl 



Helrur all 



Amer. Band. 
Welch, Gen. 
Mills. Lever, 
Tonl. Xosema 
Carter 



ongnTer uav 

lyever alt rtp>i 
Fd^. 

Secret Storm 
, truer Home Prod 



fylake Room For 
Daddy 

■iiM alt G. MUN 

*UM all Culver 



Amer. Band. 

n Nut 



Idge of Night 
Quaker Oats 
all. Bracket 

\nicr Home .ilt 
Sterllmt 



Here's 
Hollywood 
G Mis alt. 

Simonl;: 

*o\v alt Tolcate 



American 
Bandstand 

co-op 



American 
Bandstand 



All Star Golf 
leynolds Metals 
Armour 



Cjaptain Gallant 

Gen. Mills 
ft.Vut Life Sarers 



Rocky and 
His Friends 
Gen MIIU 
(3en. Mills. 

S«cftS 



Rin Tin Tin 
Gen Mills 



Saturday Prom 
tl - Nut Life Paren 



g nf accounts begins 10 a.m. Monday and concludes 10 am. Friday. "These are package prices and include lime, talent, production find cable cost*. 



ifed programs appearing during this period are listed 
1 well, with air dates. The only regularly scheduled pro- 
lans not listed are: Jack !*aar. NBC. 11:15 p.m.-l a.m.. 
londay-Friday, participating sponsorship; Sunday iXeivs 



Special, CHS. Sunday. 11-11:15 p.m.: Toda\\ NBC. 7-9 
a.m., Monday-Friday, participating: Sews CBS, 7:45-8 a.m.. 
8:45-9 a.m., Monday-Friday and Today on the Farm, NBC. 
7-7:30 a.m.. Sat. All time periods are Eastern Standard. 



With clients' perennial concern about costs, SPONSOR ASKS: 



How can stations hold 



the line on CPM? 



William T. Latham, national .sales 
manager, tfLOF-TI , Orlando, P/a, 
A corollary of success and loii«re\ - 
il\ of air media in almost all mar- 
kets toda\ is llie cffiriono with which 
an iitlv ertLnVs effort can transmit the 
sales message to the potential pur- 
chaser. Since advertising is an invest- 
ment of not onl\ inone\ hut of faith 




Air media must 
be efficient so 
advertisers will 
get maximum 
return 



in a Nation's ability to gather sulfi- 
cientl) large audiences, it is incum- 
benl upon air media to enable the ad- 
vertisei to gain a return on his ex- 
penditure and show that his faith was 
well placed. As evidenee of this, a 
marketdn -market examination w ill 
show, h) and large. that efficient mar- 
kets have greater advertiser demand 
for spots than inefficient markets. 

The inefficiency of air media quite 
often results in curtailed spot budg- 
ets, w hich are spent nierel) to hold the 
line while the adverlisei seeks alter- 
natives to spot activity. Another eon- 
sec pie nee of inefficient*} may be that 
the advertiser will spend his money 
in other markets of that region where 
the sales return is greater and the risk 
is less. In addition, inefficiency of air 
media does have a negative influence 
upon opening new distribution areas. 

However, the eosl-per-1 ,000 of 
a spot schedule is only one method of 
gauging efficient*), and Tin not at all 
sure that it should have priority over 
others, sueh as the number of dilfercnt 
homes a schedule can deliver, the 
number of sales impressions or epi- 
sodes per home, the extent of a sta- 
tion's uuduplicaled network sen ice 
area and its mi duplicated market cov- 
erage so that 100'v of the dollars al- 
loeated fall into the designated adver- 
tising area. An evaluation of efficient*) 
should he a composite of these factors. 



Since the fund determination of ad- 
vertising efficiency should not only be 
expressed in terms of a CPM. hut 
in terms of an advertiser's potential 
sales return, marketing problems 
should also be the concern of air me- 
dia. Station aid in distribution and 
in merchandising contributes toward 
the success of a campaign which in 
turn w ill maintain and increase an 
advertiser's interest in the market and 
air media. 

The measurement of advertising ef- 
ficiency, however, does call for great- 
er advertiser support, monetarily, of 
research studies that will more close- 
K delineate and define each element 
w it hi 11 the efficient') complex. The 
burden of pro\ ing the efficiency of a 
station and a schedule to the agenc\ 
has been primarily carried by the air 
media. Because it benefits both, it 
ought to be a shared responsibility 
of agencies as well as the air media, 
so that the application of broad gen- 
eralities to specific markets and sta- 
tions and dependence upon a single 
gauge of efficiency such as cost-per- 
1.000. which man) times is unrepre- 
sentative of value, can be eliminated. 

The growth in tv households, great- 
er activit) in the area of promotion, 
and a more sophisticated approach 
towards programing a station, lend 
stability to the cost -per- 1 .000 pic- 
lure and will lend lo make air media 
inereasingl) efficient. Consequently . 
the line is being held by air media. 

George Collie, nat ^ m $ r - f or 

Trigg Vaughn stations, KOSATi\ Odessa* 
Midland: KHOD TW El Paso; K\II T\\ 
Amarifh, Texas 

How Iv can bold the line on CPM 
brings out the most unfortunate 
position tv as an industry may ever 
experience. 

No other medium has e\er refined 
itself to such a dangerously narrow- 
position as i\ . And in its haste lo do 
the best job for its customers, it Inis 
created a raling method that lias be- 
come a mechanical "numbers bin. ' 

• 

When, as an example, has newspaper 



sold its product with "cost per col- 
umn ' or e\en "cost per page "? 

Television is too great, too power- 
ful, loo potent a medium to be rele- 
gated to such a restricted method of 
buying as cost-per-l.OOO's. Of course 
we need ratings, hut lliev are onh one 
of the many important elements to he 
weighed. With ratings the only con- 
sideration you can t sell the medium; 
you can only make it available to ad- 
vertisers — much the same wav a su- 

at 

perinarket puts goods on the shelf. 

If we assume that stations must ad- 
here to specific CPM formulas, there 
are two factors lo consider at the sta- 
tion le\el: rates and content. 

Rates are established on good busi- 
ness judgment for a normal profit. 
W hen the rales are out of line the 
customer will not buv. 

Th is leaves one element — content. 
Network programing and syndication 
are. naturalh. basic for greater view 
ing lo reduce and/or hold a CPM 
And to hold this line it is necessarv to 
excile interest in the television medi 
u m. For example, the Odessa-Mid 
land metro area represents only one 
third of our station's total area homes 
The same holds true for the othei 
Trigg-Vaughn stations. Higher tele 



,Ve/ program- 
ing, syndica- 
tion, are nat- 
urally basic in 
holding a CPM 




v ision viewing in the outside area is 
stimulated by providing these viewers 
with news from their particular com- 
munities as well as public interest pro- 
grams on their own social and eivic 
activities. Whenever possible various 
organizations are encouraged to ap- 
pear on our stations. This not only 
dcliv ers a specific public interest 
message, hut has greater conversa- 
tional value in these communities. 
\o commodity . including televi- 
( Please turn to page 51 } 
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Spend your time more profitably 
in North Carolina where WSJS 
television gives you grade A 
coverage of a bigger retail sales 
market than any other station 




television 

Winston-Salem/ Greensboro 




CHANNEL 12 



ffij 




PETERS, GRIFFIN, WOODWARD - REPS 
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RADIO 
BASICS 



AM St FM 

You'll find comprehensive 
data on in and out of home 
listening, SPOT and network 
trends, set production, sea- 
sonal changes, hour by hour 
patterns and the unique and 
growing auto audience. 

It should be on every desk 
of every one in your shop 
who is in any way involved 
in the purchase of radio 
time. They're so reason- 
ably priced you just can't 
afford to be without them. 




YOUR 
REPRINTS 

NOW 






FILL COUPON 
WE'LL BILL YOU LATER 

Price Schedule 

1 to 10 40 cents each 

10 to 50 30 cents each 

50 to 100 25 cents each 

100 to 500 20 cents each 

500 or more 15 cents each 



^SPONSOR READER SERVICE • radio basics"^ 



40 E. 49th Street, N.Y. 17, N.Y. 



NAME 
FIRM. 
ADDRESS 



QUANTITY 




National and regional buys 
in icork now or recently completed 



SPOT BUYS 



TV BUYS I 

Bristol-Myers Co., New York: Going into about o5 markets this 
month with schedules for Vitalis. Campaign is for 19 weeks with 
earh and late night minutes. fi\e to seven per week per market. 
Bmers: Stu Fckert and Charlie Di«ne\. \genc\ : DCS&S. New York. 

Procter & Gamble Co., Cincinnati: Schedule? begin in January in 
the top markets on Duncan Mines cake mixes. Light frequencies of 
fringe night minutes ha\e been set to run through the P&G con* 
tract \ear. Buyers: Doug MacMullen and Bill Carney. A«rencv: 
Coinpton Ad\.. New \ ork. 

Ex- Lax, Inc., Brookhn. X. Y.: About 56 markets get Ex-Lax sched- 
uler around mid-month. Daytime and late night I.D.s will run for 
eight to 10 weeks. Bu\er: Jim Kearns. Agencv : Warwick & Leeler, 
Inc.. New \ ork. 

Charles Pfizer & Co., Brookhn: Placements of minutes begin this 
month in 20 niidwestern farm markets to promote its feeds and other 
agricultural products for spring use. Three to five spots per week 
per market have been bought, in and around news, weather and farm 
shows. Bu\er: Don Carlson. Agenc\ : Leo Burnett Co.. Chicago. 

Procter & Gamble Co., Cincinnati: Re-evaluating its schedules and 
doing some adding on Cheer. Lineup is in about 30 markets. Bu\er: 
Marcia Roberts. Agencv: \oung & Rubicam. New \ork. 

Quaker Oats Co., Chicago: Campaign in 15-18 southern market? 
starts this month for Aunt Jemima Corn Meal. Schedules of day min- 
utes and 20"s. fi\e to 10 per week in most markets, are placed for 
different lengths, a few as long as 26 weeks. Buver: Marihn McDer- 
mott. Agenc\ : John W. Shaw Adv.. Chicago. 

RADIO BUYS j 

General Foods Corp., Jell-0 Div,, White Plains. X. Y. : New ac- 
ti\it\ on Jell-0 pudding, with schedules starting this month for eight 
weeks. Thirt\ - and 10-second spots. 7 a.m. to 12 noon. Monda\ 
through Fridav. are being used in about 40 markets. Bin er : Pollv 
Laiigbort. Agenc\ : doling & Rubicam. New* \ ork. 

Falstaff Brewing Corp., St. Louis-: In addition to its tv schedules 
that started early January for its winter beer promotion, radio i? 
being bought in the same 10 markets. More markets will be added 
around the end of the month. Schedules are for 26 weeks using 
traffic minutes. Bu\ er : Ro\ Terzi. Agency : Dancer-Fitzgerald- 
Sample. Xew \ ork. 

American Tobacco Co., New York: Pall Mall campaign starts 6 
Fehruan and run* through 20 February, in about 20 markets. 
Schedule* of early and late traffic minutes are set at fairly heavy fre- 
quencies. Bu\er: Fred Sprin tenburg. Agenc\ : SSC&B. New \ ork. 
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I'LL SAY THIS... 



"To us, consistency is most impor- 
tant . . . and we have consistently 
placed a part of our budget with 
one or more of the WLW Stations 
for the past several years. We have 
received full value in return, in 
terms of audience, service, and 

better-thanaverage cooperation in 
promotion and merchandising." 



Advertising Manager 

Southwestern 
Ohio Blue Cross 

Cincinnati, 
Ohio 



YOU CAN 
QUOTE ME 



"We are always confident that when 
we recommend the Crosley Sta- 
tions, our clients will benefit from 
the traditional Crosley service that 
goes considerably above and be- 
yond the call of media duty — from 
programs to promotions, behind- 
the-scenes to on the-air." 

President 

Keelor & Stites, 
Cincinnati, 

Agency for 
Southwestern 
Ohio 
Blue Cross 



mm 



the dynamic WLW Stations 



WLW-C 



WLW-A 



Call your 

WLW Stations' Representative . . 
you'll be glad you did ! 



1 



WLW-I 

Televisiwi 



WLW-I 

Television 



WLW-T 

Televrooa 
Gocouwti 



f 



Crosley Broadcasting Corporation, a division of 
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TELEVISION 

BASICS 






Here's a ''must" booklet for everyone in- 
volved in television. 

Get your own copy and one for everyone 
in your department You'll be referring 
to its useful data all year round. 

Included are sections on the broad dimen- 
sions of tv; on audience viewing habits; 
on network trends; on advertising expendi- 
tures—network spot and local; on color 
tv and stations presently using color 
equipment. There's a brand new section 
too, this year, on the viewing habits of 
the summer television audience. 

FILL COUPON — WE'LL BILL YOU LATER 

Price Schedule 

1 to 10 40 cents each 

10 to 50 30 cents each 

50 to 100 25 cents each 

100 to 500 20 cents each 

500 or more 15 cents each 



SPONSOR READERS SERVICE • television basics 
40 E. 49th Street, N.Y. 17, N.Y. 



FIRM 

1 ADDRESS 

I 



.QUANTITY. 
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SPONSOR ASKS 

[Continued from page 1(> I 

mom. can increase* its consumption 
without proper exposure of content. 
The preceding community e\enU arc 
promoted quite extensive!) along with 
our excellent network and swidicated 
programing. A planned promotion 
campaign is run on each program on 
hoth our tele\ ision and radio proper- 
ties. 

There arc occasional opportunities 
for unusual promotions. Hccenth our 
chief announcer and remote rig from 
KOSA-TW as well as our news direc- 
tor from KHOD-TV. FA Paso ap- 
peared on Route 66. This gave us a 
great opportunity to stimulate further 
t\ viewing in the area. When contin- 
ued, this tvpe of promotion will in- 
crease total viewing to help hold the 
line on CPM. 

E. A. W. (Ted) Smith, sales manager* 
KQl\ Pittsburgh, Pa. 

There is increasing talk in adver- 
tising circles and within the trade 
pre<> of the desirability or even lie- 




Keep operating 
costs doit a, au 
dience up with 
imaginative 
programing 



ces>it\ of "hold the line on costs-per- 
1.000."' There is talk that produc- 
tion costs and operating expen>es are 
rising astronomical!} . and the air 
media are in danger of pricing them- 
selves right out of the market. !t is 
true that the air media must sta\ 

m 

competitive with print, hut newspa- 
pers and magazines have been having 
some considerable rising cost prob- 
lems of their own. 

1 believe that most of the clamor 
about "holding the line" applies to 
television. But as an executi\e of 
KQV. Pittsburgh, ! will discuss the 
matter as it applies to radio. 

1 believe it to be a generallv ac- 
cepted fact that not only is radio the 
most cost-efficient medium, but its 
co*t to advertisers is rising at one 
of the slowest rates. To mv know!- 
edge, radio rates have gone up onlv 
a fev\ percentage points in the past 
fev\ \ears. 

So. the crux of the matter is. al- 
though radio is ahead of the game at 
this point, it must alwa\s he kept in 




AND AGAIN... 

HIGHEST 
RATINGS 



in the RALEIGH-DURHAM 

Survey Area 

Here's more evidence of the 
powerful leadership of 

WRAL-TV 




Monday thru Friday 
6 p.m. to Midnight 
Share of Sets in Use 
STATION B 
OTHERS 



50.7 



40.5 
8.8 



WRAL-TV 
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Sunday thru Saturday 
9 a.m. to Midnight 
Share of Sets In Use 
STATION B 
OTHERS 



48.6 



42.2 
9.2 
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an advantageous cost efficiency posi- 
tion. 

A* is universally known, cost-per- 
1.000 is composed of two varia- 
ble*- price and audience si/e. There- 
fore it is incumbent on radio stations 
to keep rates down and audience up. 

When 1 say keep rates down. 1 
don't mean that radio stations 
shouldn't increase rates to reflect larg- 
er audience* or other advantages to 
ad\ertisers or prospective advertisers. 
Hut. of course, as efficient business 
operations, stations should try to hold 
down operating cost? as best they 
can. "Not only should all principles of 
sound management be followed, but 
stations should be quick to take ad- 
vantage of promising new develop- 
ments that come up. For example, 
automation or partial automation 
may be an answer for man} radio 
operations. 

It goes without saying that all ra- 
dio stations maintain a constant en- 
deavor to keep ratings as high as pos- 
sible. Most stations do so for im- 
mediate gains in the form of in- 
creased sales. This is fine as far as 
it goes. But I think that station man- 
agement should take the long view as 
well. We should ne\er forget that our 



medium's competitive position in the 
future depends to a great extent on 
its abilitv to attract and hold large 
audiences and competition from 
other media is increasing each vear. 

In essence, let s keep operating 
costs down and audiences up. 



HAGERTY 

{Continued from page 3o) 

more mature aLtitude toward news, 
and that we won t ha\e an\ more oc- 
currences like election night, when 
ABC cut away from the returns to 
schedule entertainment programs?" 

Hagert\. to the evident delight of 
Goldenson, Tre)z, Moore, and other 
ABC executives, fired back his answer 
to the INBC challenge, "'Listen, I hope 
that b) 1961 we'll be giving your out- 
fit fits." 

Other questions put to the presiden- 
tial press secretary included. "Do you 
believe that networks should editorial- 
ize?*' llagerty said he didn't, that this 
was a matter for individual stations. 

Queried on why he picked radio 
and tv. rather than a return to news- 
paper work, the former New \ork 
Times man said he looked for tre- 
mendous expansion of tv news with 



worldwide tv transmission via satel- 
lites within the next five years. 

Asked about the length of his ABC 
contract, Hagerty said he looked on 
the assignment as a lifetime job. He 
declared he had no intention of writ- 
ing a book about his eiglu years with 
Eisenhower, but was going to give his 
ABC assignment everything he bad. 

He comes to it. he said with *no 
preconceived notions" and admits 
that in public affairs programing lie 
must ''go to school.' But he stressed 
his news contacts throughout the 
country and his hopes to build up 
strong local and regional ABC news 
sources. 

One innovation winch Hagerty 
promises: weekly news conferences. 
"Til try to fill you with ABC news 
and propaganda, and at the same time 
I'll be trying to pick your brains for 
ideas." 

His first conference ended on a 
note reminiscent of Washington. With 
the last question, a reporter chirped. 
"Thank you. Jim/" and the meeting 
was oxer. ^ 



NAB RADIO CODE 

(Continued from page 311 

Here are some additional high- 
lights of the Radio Code (See box 
page 31 for details on advertiser ac- 
ceptability ) : 

The maximum time to be used for 
advertising allowable to any single 
sponsor, regardless of type of pro- 



gram, should be — 

5-minute programs 1 :30 

]0-minute programs 2:10 

15-minute programs 3:00 

25-minute programs 4:00 

30-ininute programs 4 :13 

13-ininutc programs 5: 15 

60- 7:00 



Hie time standards allowable to a 
single advertiser do not affect the 
established practice of allowing for 
station breaks between programs. 

Am reference in a sponsored pro- 
gram to another's product or sen ices 
under an\ trade name or language 
sufficientlv descripti\ e to identify it. 
i should, except for normal guest iden- 
tifications, be considered as advertis- 
ing copy. 

The Radio Code also has specific 
recommendation on news. news 
sources, newscasting. commentaries 
and anah ses. editorializing, public is- 
sues, political broadcasts, education 
and culture, dramatic, religious, chil- 
dren's programs. ^ 





want to talk ratings? 



SPONSOR has assembled 50 
different ads showing you bow 
si at ions all over America have 
solved die problem of the 
numbers game. 



IT'S SPONSOR'S ADVERTISING ANTHOLOGY 



Whether you want to talk people 
or kinds of people or what 
your programming does to people 
— I here are dozens of different 

approaches to every conceivable 
advertising problem that confronts 
die broadcast indusin . All 
catalogued and indexed in every 
possible si/c. 

IT'S A MUST SEE BOOK 
YOU'LL BE SEEING IT SOON 
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Initial accomplishments are most significant when 
they serve as stepping stones for the future. And so it was with Madame Mane Curie All the 
accolades for her discovery of radium would have been meaningless if it were not for her continuing 
efforts which, in later years, led to development of the element's practical radiological uses. Today in the 
business world of radio and television, you will also find that those who possess the "Know How" 
to achieve better things are never content to rest on their laurels, but continually strive 
to better serve public and advertiser alike. 




WFAA 



Ht t in/, trd b t 




dallas • radio & television 

Tin Station* With Tin "Quality Tuvch"! 

SERVING THE GREATER DALLAS FORT WORTH MARKET 



I"W Original Stattm» Rr^rtK»tatit ( 

BROADCAST SERVICES OF THE DALLAS MORNING NEWS 
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join the WGN family! 

— 0 ff er * n £ a unique and vastly im- 
proved service in the greater Du hit h- 
Superior market. As withWGN Radio 
and Television, an operation dedi- 
cated to Quality, Integrity, Respon- 
sibility and Performance. 

c? We at WGN, Inc., are exceedingly pleased to 
announce that the Federal Communications 
Commission has approved the transfer of KDAL 
Radio and Television to WGN. 

?? With the great resources of WGN in pro- 
gramming, production, promotion and research, 
stations KDAL Radio and Television will bring 
to the people of the Duluth-Superior region 
greatly improved serviee and a broader seope 
of programs." 



viee president and general manager, WGN, Inc. 

441 N. Michigan 
Chicago ll y Illinois 
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IF hat* s happening in t/. S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 



16 JANUARY 1961 

Copyright IW1 
SPONSOR 
FUBUOATlONt INC. 



The 1 >t*x news break of the week as far as the industry is concerned was, of 
course, President-elect John F. Kennedy's naming of Newton W. Minow, 34- year-old 
law partner of Adlai Stevenson, as chairman of the FCC. 

Nothing is known about Mi now in Washington circles because, as far as is known, he has 
never worked here. 

In a quickly arranged news conference in Chicago last week Minow said ho would ^oper- 
ate the agency in the public interest,* 1 but the first due as to what ideas he might have 
will likely come when the Senate holds a hearing on his confirmation. 

It is suffice meanwhile to say he will have six other commissioners to contend with, two 
of them veterans from the '20s and '30s and the others in service 9-10 years. 



The earlv davs of the 87th Congress saw reintrodnetioii of a number of hills 
which failed to make the grade in the 86th. 

These included bills to put networks under direct FCC regulation, to establish a code of 
ethics for regulatory agencies, to make it harder to buy and sell stations. Bills to exempt 
permanently from Sec. 315 equal time provisions candidates for president and vice president, 
to give up to Si million to each state for educational tv stations, to exempt some phases of 
professional sports from anti-trust laws, all permitting blackout of broadcasting within 75 miles 
of a town in which a home team is playing. 

More bills would set up a "super FCC" to divide the spectrum between govern- 
ment and non-government uses, would direct the FCC and other regulatory agencies to 
support themselves from fees charged the regulated industries, would permit radio/ 
tv coverage of House proceedings. 

A number of bills are aimed at giving the FTC cease-and-desist authority to stop com- 
plained-of practices before the cases are finally decided. 

Thus far in tlie new Congress, no new hill affecting broadcasting and advertising lias been 
introduced. 

Balancing whatever glee might he felt about introduction by Sen. Warren Mag- 
nuson (D., Wash.) of a permanent "Great Debate" measure, is the definite setting 
of hearings on specific complaints about broadcast coverage during the recent elec- 
tions. 

Sen. Ralph Yarborough (D., Tex.), chairman of the Senate Commerce Committee's so- 
called watchdog group announced the hearings for late January. The Texas Democrat also 
said he would ask the parent group for funds to print a complete report of the in- 
dustry's election-year performance. Yarborough said it will be the most complete sum- 
mary yet, and would aid in considering what to do about Sec. 315. 

Yarborough would not specify the complaints to be heard, but said they will be represen- 
tative of "'thousands" received. 



The Landis report and the Harris report are now both in, and the Harris report 
says there need he no battle between White House and Congress if both keep their 
place. 

This refers to Landis proposals for regulatory agency reform, with Congress feeling that 
the agencies are arms of Congress and should be free of White Mouse control. 

Landis is certain to reorganize the agencies, but if any of his work gets into the way de- 
cisions are made, criteria, etc., Congress will make fur fly. Legislators have been very 
talkative — and truculent — on this point. 
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Significant news, trends in 

• Film # Syndication 

• Tape • Commercials 



FIL 








Syndication is getting bullish about 1961: two network syndication arms, CIST 
and CBS Films, are going ahead on pilots for series that eould cost up to S21 mil- 
lion to produce. 

Six pilots will be made for CNP, almost all beginning filming between 23 January and 6 
February; they are: 

• Three White Hats: on the Texas Rangers, by Wilbur Stark at MGM. 

• Police Surgeon: on location in Los Angeles by Henry Kessler. 

• War Birds: on World War I flyers, by Filmways at Los Angeles airports. 

• Cottage 54: international intrigue, by Sam Gallu at Shelter Island. 

• #7 Cannery Row: maritime security, by Gallu at Monterey. 

• Wellington Bones: half hour color cartoons, by Alexander Film of Colorado Springs. 

Note the heavy emphasis in five of these new pilots on action-adventure, touching 
on mystery, documentary, period mood, and Westerns. 

By contrast CBS Films is stacking more chips on comedy: it already has two un- 
titled comedy pilots finished and a third comedy is in the works, all intended as network 
pilots. 

Three additional CBS Films network pilots will include a drama (Call Me First), an ac- 
tion-adventure series, and a Western. In addition, CBS Films will put at least two pilots into 
syndication in 1961: Turnpike and The Hawk. 

That gives CBS Films some eight pilots in the can or on the blueprints, which when added 
to CNP's totals up to 14 shows for just two syndicators. 



New syndicated shows are having one of their healthiest ratings seasons in re 
cent memory if the New York premiere ARB scores are any indication. 

In the past few weeks three shows premiered as follows: 

• Ivanhoe (Screen Gems) earned 13.7 on 25 December at 6 p.m. on WABC-TV. 

• Tallahassee 7000 (Screen Gems) drew 12.0 on 3 January at 7:30 p.m. on WCBS-TV. 

• Mister Ed (MCA-Studebaker) enjoyed 10.0 on 5 January at 7 p.m. on WNBC-TV. 

Some encouraging signs of a good ratings season for syndication are that each show was 
of a different type and no two were on the same day or station. 

It's axiomatic that if a show 7 pulls well in seven-station New York its ratings should be 
above average in less competitive markets. 



The latest vogue along Madison Avenue is measuring syndication losses by the 
length of certain year-end reports. 

Supposedly, when business is good no one bothers with lengthy year-end reports, but a 
detailed announcement calling attention to diversified activities may be a smokescreen to di- 
vert attention from red ink. 

Kellogg's will enjoy some extra promotion values for its animated national spot 
film character, Yogi Bear, 8een as a comic strip in 80 Sunday newspapers starting 5 
February, 

That's shortly after a 130 station schedule of the new program series for the cartoon char* 
acter begins on tv. 
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FILM-SCOPE continued 



WOK-TV, New York, purchased 40 post- 1950 Warner Bros, features from 
Seven Arts Associated for SI milHiiii in possibly the largest single-station feature 
film deal to date. 

It's probable that other KKO General stations in Los Angeles, Detroit, Memphis, and 
Boston will also buv into the features. 

The price reported would come to $25,000 per picture for New York alone — appar- 
ently higher than the Screen Gems-CBS o&o price for five markets and 275 pictures — for which 
a pro rated estimate for New York (WCBS-TV) would be about §15,000 per picture. 

Out of the New York transactions come some rules of thumb on prices: post-194-8 fea- 
ture films cost five to 10 times as much as half-hour films — but run three times the 
air length (90 minutes instead of 30) and are sold for multiple plays, unlike new half-hour films. 



Dynamic Films is getting its feet wet in syndication distribution with The Cheat- 



ers starring John Ireland anil made by Danziger Productions. 

Nathan Zucker of Dynamic and Charles King of Danziger intend this to be the first of a 
series of shows for the U. S. and Canada; Dynamic has already opened new regional offices in 



Chicago and Pittsburgh. 



Dynamic is the third commercials-industrials producer to enter programing in recent 
months; two others are Film ways and Fred Niles. 



Screen Gems is now enjoying the fruits of last season's viewer protest when 
Tightrope was yanked off the networks. 

Viewer mail gave the distributor an unusual re-run selling angle which lias been one fac- 
tor in bringing the show up to 95 station sales fairly quickly. 

Latest sales are Konco Construction on WGN-TV, Chicago; WTVJ, Miami; WINK-TV, 
Ft. Myers; WTVT, Tampa; KTRK, Houston; WHNB, Hartford-New Britain; WKYT, Lexing- 
ton; WKST, Youngstown; WAVY-TV, Norfolk: KTBS-TV, Shreveport, and KNOE-TV, Mon- 
roe. 

The year 1961 began with a spate of top-level promotions and appointments. 

Here were three of them in varying syndication areas: 

• John B. Burns was elected a v.p. of MGM-TV, where he is sales head. 

• Joseph Kotlcr, New York sales manager of Ziv-UA, earned his v.p. stripe. 

• Harold Winston becomes general manager of Screen Gems de Mexico, heading their 
sales throughout Latin America. 

Entry deadline is 1 March for the second American tv commercials festival to 
take place 4 Mav in New York Citv. 

Festival director Wallace Ross expects entries to far exceed the 1,327 were submitted last 
year, the first time such a festival was held. 

Heading the tv commercials council of more than 50 judges are John Cunningham, Bar- 
ton Cummings, Bryan Houston, Charles Feldman, and Margot Sherman. (For names of more 
advisors and judges, see FILM WRAP-UP, p. 66.) 



Commercials producers arc becoming increasingly public relations- conscious 
ami more and more arc turning to the issue of newsletters. 

MPO's newsletter is the latest; others are already being published by HFH, Videotape 
Productions, and Ampex. 
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A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 
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JWT appears to be working toward a 100% acceptance of the local rate in radio 
for its dealer and factory accounts. It's around the 80% mark right now. 



Re 9 January SPONSOR HEARS item, a WNTA-TV spokesman says there's been 
no meeting of minds, or even bodies, for the sale of the station to an educational 
group. 

He added this: the station's been substantially in the black since last quarter and, if any- 
thing, the company's negotiating for the acquisition of more station property. 



Some agency researchers predict that by the end of 1962 there will be avail 
able a truly national overnight tv rating report. 

The exigencies of the client's marketing problems and the dynamics of the medium, 
they say, make this imperative. 

With buying becoming progressively flexible, the advertiser will be able to determine his 
next media move by knowing what his audience was the night before. 



Reputed to have played a major role in NBC TV's decision to make a deal with 
Disney was the availability of new cartoons in colon 

Color cartoons in tv have a fidelity that exceeds the level of live and outdoor. 

Westingho use's important announcement and forecast in 9 December SPONSOR HEARS: 
The manufacturer will spend $1 million over the next six months to restore con- 
sumer confidence in appliance dealers, using network tv and key city newspapers. 

Copy accent: Integrity, honesty, fair-dealing that can he expected from W dealers. 

On the theory that the wrong type of personality can upset the team spirit in 

an organization, one rep practices this procedure before he hires a new salesman. 
The other salesmen arc given an opportunity to vote on whether he's acceptable. 



The take-off of big-tiine radio dates back 30 years and it's interesting to note what 
constituted the medium's hit parade back there. 

The big 10 of 1931 could be said to have comprised these programs: 



PROGRAM 

Rudy Vallee Varieties 

Voice of RKO (Phil Cook) 

Atwater Kent Hour 

House of Magic (Floyd Gibbous) 

Voice of Columbia 

Wr;*tmghouse Salute 

A&P Gypsies 

Krank Crumit-J ulia Sanderson 
15. A. Kolfe 

Sin "in* Sain, the Barbasol Man 



NETWORK 

NBC 

NBC 

NBC 

NBC 

CBS 

Blue 

NBC 

NBC 

NBC 

CBS 



SPONSOR 

Fleisclimann 
RKO Theatres 
Atwater Kent 
General Electric 
Columbia Records 
Westinghouse 
A&P 

Blackstone Cigar 
Lucky Strike 
Rarbasol 



58 



SPONSOR • 16 JANUARY 1961 



. . . whether it's a homey "Y'all come" or 
elegantly R.S.V.P. . . . KS LA-TV s viewers are 
honored guests at just about every happening 
in our area. Sports events, beauty pageants, parades, 
appearances of visiting dignitaries, concerts 
and plays, a formal cotillion, or the state fair 
livestock auction . . . all serve to keep Ark-La-Tcx 

viewers limed in . . . to keep up! 
Sharing the honors with KS LA-TV are an 
enthusiastic group of co-hosts . . . the advertisers, 

* 

whose enthusiasm stems from the results thev net. 

To become a member of this 
hospitality committee, contact your 
Harrington, Righter and Parsons man today. 



* 




shreveport, la. 
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ADVERTISERS 



NEWS & IDEA 

WRAP-UP 



CAME THE DELUGE— a flood of responses to WKY's (OJcla. City) drive to determine most 
popular principal in the state's schools — which literally buried program director Danny 
Williams. Winner was presented with trophy and $100 in cash for his school by the station 



I* a 11 -A in rririi 11 Co (Tee Bureau 
(BBI)O) is spending S2 million 
in a 12-week campaign, 

A lar^c chunk will *:<> tt) spot t\ 
saluratiou-lOV. in prime lime, and 
minute^, in frin^e-in the top 30 mar- 

\et t\ — nine one-minute participa- 
tions on nighttime allows, and to on 
daUime— will bolster the promotion. 

The theme: Make it coffee, make it 
often, make il rinlil! 



V 



s 



/ 



/ 



/ 




FCC chairman Karl Kintner sa\* 

• 

the commission staff* ""lias eamzlit 
fire with enthusiasm" for their 
work. He a<hls that their work in- 
voked pin in *r miieli stricter at- 
tention to radio-tv commercials, 
payola, ano 1 to advertising prac- 
tices in general in 1960. 

Previous record year. 1959. was 
exceeded In 52 r r in number of com- 
plaint^ filed, llit 1 Kintner annual re- 
port said. He made it quilt 1 clear that 



HONORING RETIREMENT of William S. Hedges (c), NBC v.p. political broadcast unit, after 29 years of service, are four of his former secre- 
taries ( l-r ] Eleanor Rummo, Evelyn Snfffen and Mildred Barr. Party for Hedges was held at N.Y.'s RCA building in the Rainbow Grill 



this (rend is due to eorrtrmm iti 

Ho\u*\(*r. he added, t lit* KTC ill 
continue to balance "the bludgeon 
and the wagging finger.** 1 It* eited in 
particular >ureessfnl i960 conferences 
with ad industry leader?. Thi> ua* 
I he wan<iirm firmer of \<>lnnlarv com- 
pliance. with 1 lit* bludgeon in resene 
w hen it fails, 



Campaigns : 

• ()re§£oii-\V a s li \ n g 1 o n-Onli- 
f'oruia Pear Bureau began a one- 
month spot radio saturation this week 
to promote its Anjon. Hose and 
Cornice pears, The theme: "All good 
things come in pears." Agene\ : Pa- 
eifie National. Portland, Ore. 

• Johnson X' Johnson has 
mapped out a network t\ campaign 
invoh inir \HC da\ time and nmht- 
time shows and NBC nighttime, to 
introduce its new Micrin oral antisep- 
tic. The promotion breaks at the end 
of January. 

• I )odue reach in«* a 60-second 
spot radio saturation in the top 100 
Dodge markets for its Dart and Lan- 



cer car*. Scheduled to begin 22 Jann- 
an . the campaign feature*- To >pots 
a week in each market, \genev : 
BBDO. 

• Bvinart-Tintair. has bought a 
52-week schedule on YBC-'I \ . night- 
tirne and <la\tirue slum.*, to introduce 
its new Tint air Crorne Color Sham- 
poo. A saturation spot iv campaign 
in the major markets will bolster the 
net promotion. Ageuc\ : Kastor Hilton 
Chesle\ Clifford & Atherton. 

rilOTLK ON TIIK MO YE : 
Thomas T. Hriiiiun from ad\ertis- 
iim manager. Coopers Inc.. Kenosha. 
\\ r ise.. to atherti.^ing and sales pro- 
motion manager. Brow nherrv Oven*. 
Oconomowoe. Wi>e. . . . liogi'i* M. 
Kirk. Jr.. from sales manager to 
manager, helm & Pink l)i\ision. Lehn 
& Kink Products. . . Charles Cooper 
to market ins. coordinator. Helene 
Curtis. Bean I \ Division. 

r riiisa *n* data: Daniion .Milk 
Products. Lous: Island Cit\. N. V.. 



has been charged b\ tin- \ : '\( , with 
"inUivpr eventing tln-r apenlr* jnoper- 
tie> claimed for Dannon ^ • »grn t /" in 
iN radii* commercial. 



AGENCIES 



S i u tl 1 i n iz c r \ui> f <>rmull\ an- 
nouueed its cutrv into the held of 

V 

a nationwide flail \ t\ rat hi" ser\- 
iee. 

The enrnpam will, it >;r\*. ernpha- 
si/c the cpralil\ of the t\ audience 
rather than its >i/e. lining large and 
different samples for each da\ s re- 
search. 

In addition to <pialit\. note> Simb 
linger, the undertaking aim> to report 
what audiences within "specific iv 
audienees l>u\ or |>lan to hn\. ' 

Sindlingei pn>po>e> to report for 
each tv program for each da\ such 
factors as: 

1. Scts-in-use h\ each 13 minute 
I local time I period. 

2. Program availahilil) or ci*\ erage. 

3. Sets-in-use where and when pro- 
gram was available. 




BOYS TOWN PARTY, an annual Christmas 
svent co-sponsored by KMOX and food indus- 
try of St. Louis, played host to Cardinal stars 
Hal Smith (I) and Bob Miller, shown here 
with one of 70 young guests who attended 
climax to drive for food for Boys Town 



BUS CAMPAIGN being staged by WIP, 
Philadelphia, finds station gen. mgr. Harvey 
Glascock holding up posters for multi-media 
drive tying station's frequency with new year 







ONE OF FIRST to climb aboard WABC's 
new 'Swingin* Sound of N.Y.' is Gillette. 
Finaliiing arrangements (seated) client agen- 
cy Maxon's Sue Barron, bdest. spvsr.; Ed WM- 
helm, dir. radio tv; (standing l-r) Ray Stone, 
Maxon timebuyer; Barry Geoghegan, station 
sales mgr.; Ron Gelb, station account exec 



TRIBUTE TO Los Angeles station KGFJ by 
Greater All American Market is joined by 
(l-r) Rudy Harvey, Johnny Magnus. Pearl 
Robinson (Miss Bronie of California) Her- 
man Griffith, Hunter Hancock Frances White 
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I. Total IioiiM'hokL* timed to each 
t\ program (five minutes or 
more I . 

5. I Ioum*1h)I(N tn iicmI to all of pro- 



gram. 



0. Households tuned to part of t\ 
program. 

7. Average all or part household 
tuned. 

il. Shar e of audience for total house- 
hold & average households. 

9. Xninber of male \iewcrs. 12 & 
older. 

10. \nmher of female viewers, 12 & 
older. 

I 1. Xuinher of children viewers, 
under 1 2 vears. 



V *Jc R\s Charles Fehlinan, in a 
talk before the American Mar- 
keting Association^ 8th annual 
seminar in Toronto, advocated 
sincere. straightforward sales 
pitches as a remedy for wasteful 
ad vcrtitiii". 

The highlights of li is talk: 

• Research proves that half of all 
advertising if. pure waste?. The answer 
lies in winning the consumer's belief. 

• I f the main selling idea of 
genuine interest to the consumer, than 
belief conies easily. 

• Then* is no need for camouflage, 
no need lo make believe the advertise- 
ment is not an advertisement. 



Agency appointments: May fair In- 
dustries. Ft. Worth. Tex., to North 
Advertising, for its new. patented 
feminine hygiene product as yet un- 
named . . . Bartlow Brothers. Hush- 
\ ille. III., to Katzif-GeorgoAVon- 
hoener. Clavton. Missouri, for its 
Korn Top brand meats . . . Cat Foods. 
Kseauaha. Mich., to Tobias, OWVil 
<X Gal lay, Chicago, for Whiley Cat 
Food. Radio spots on Chicago's WLS 
will open the campaign . . . DuofohL 
Mohawk, \. V. I men's and women's 
underwear I to Chirnrg X: Cairns 
. . . General Spra\ Service. Katonali. 
N. V.. to Allstou. Smith & Somple, 
(Greenwich. Conn. Tv will he used to 
push its law a. garden and shruh 
spra\ing ser\tce this \ear . . . Olney 
& Carpenter. Woleott. lo Riimrill, 
Kneholer. for its()\C canned French 
fried onions and polalo slicks . . . 
Shall on lo K as tor Milton Cheslev 

• 

Clifford X" Atherton, fur ils two 

new products in the proprietary drug 



field . . . William Pearson Corp., 
New York Citv. new American mar- 
keting subsidiary of Win. Pearson 
Ltd.. to Fletcher Richards. Calkins 
& Iloldcn to introduce its new prod- 
uct, Oven Stick. 

PEOPLE ON THE MOVE: Holier t 

M. Worcester from Universal Ad- 
vertising. Omaha, lo account execu- 
ti\e. Holland Advertising, that city 
. . . Ralph F. Moriarty from market- 
ing manager. S.O.S. Division. Gener- 
al Foods. Chicago, to marketing sup- 
ervisor. Bennett, that citv . . . Wil- 
Ham II. Knndseii from Smith. 
Ilagel & Knudsen. to E. M. Freystadt. 
as senior v. p., and general manager 
. . . Kov Silver from director client 

m 

services. E. 1). Gottlieb, to account 
executive. Rose-Martin. 

They were named v.p/s: Or. A. 
Melvin Cold at R. K. Bruskin. New 
Brunswick. \. J. . . . Biron A. 
Valier and Edward A. Langan, at 
Gardner . . . W. Timelier Long- 
stretch at \itkin-K\ nett. Philadelphia 
. . . Lloyd VerSteegh Chicago office, 
and Clifford Boettclier. Racine. 



Wis., office, at Western Ad\ertising 
. . . K. Kemper 111, at Young & 
Rubicain. 

New agencies: T. Donghten Asso. 
eiates, Freeport. L> 1.. headed by 
Thomas P. Doughten. former Lennen 
& Newell v.p. and account executive 
. . . Seroka-Caherk Maniaroneck t 
N. Y. headed by Joseph S. Seroka, 
Benrus Watch Co. sales promotion 
manager. 

f 

New quarters: r EIi Julian Bright- 
man Company, at 180 Common- 
wealth Avenue. Kcnniore Square. Bos- 
ton. 



TV STATIONS 



Broadcasters wcro blamed hv 
TvlTs Norman E. Cash, in a talk 
before the Broadcast Advertising 
Club in Chicago* for the lack of 
tv facts and figures know-how 
shown hv noii-enstoiiiers. 

The highlights of the Tvfi presi- 
dent's talk: 

• It is the responsibility of sales- 
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men of tv to educate those who are 
not using the medium. 

• It should he noted that telex i- 
$ion clients 1 i let* P&G, General Foods, 
pAner, American Home Products, and 
tColgate-Palmolho, iire lining I lie tools 
more ellieieulK than broadcasters. 

• Predictions, made in gros*. na- 
tional product or advertising, for the 
[yvii r I960, did not live U|» to experta- 
tions. 

• On a net time and talent basis. 
tcle\ ision shaped up to a total of 
SI.6:U),()00.000 last \ear. The break, 
down: network, $819 million, up 



WAST 



]Q^'< ; spot, S •"> 1 7.3 million, up ~ r /< ; 
local $29.*i.."> million, i i | > 10' J. 



WAVK-TV, Fort Wn\ ue. 
turned out foe buyers ;i product 
in\cnlorv storv iuvolwii" its ni* 
t ire co\ era^e :ire;n 

In other \vordj% the sales imentorv 
charts are not restricted to the metro- 
politan areas, as is a frequent news- 
paper practice. 

The brochure shows that the 19 
countries in WANKV co\erage out- 
side the home county far exceed in 
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In This Important 
ALBANY - SCHENECTADY 
TROY MARKET . . . 

Special balanced programming at- 
tuned to area preferences exposes 
more prospects to your selling 
strategy. And . , . viewer confi- 
dence in WAST multiplies the ef- 
fectiveness of your sales message. 



SELL Where People BUY 
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ALBANY, N. Y. 

WILLIAM A. RIPLE. General Manager 



population that home connU. \K<>, 
M)iuo ^hiking di Herein e* in brand 
preference* and f I equenrv pure liases 
prexail between the two. 



call your 




man 



PEOPLE ON TUT: MOVE; John 
Barrett from KLVD-TV.. Bakr^field, 
Cali f.. to a *m Mm it general manager 
and national *ale> maunder. KB \K- 
TV. that city . . . Charles M. Sebnu- 
fVlhergjer from sales stuff. \\K DC- 
TV. Rochester. \. Y.. to local '-ales 
rcpresentati\ c, \\ T | 1 EC-TV, that city 
. . , Holt (icv inner. Jr.. to direc- 
tor, merchandising department : Jean 
lleiidrix to stipervi-or. publiritv and 
promotion department : Wallace 
Idlers II. to assistant publiritv and 
promotion director: and Ko«*or 
Mnrv to Ira file operations manager, 
all at WSB-TV. Atlanta, Ca. 

MOKE PEOPLE OX THE MOVE: 
I)n\id F. Milli^ r an from general 
manager. Wl VH, Binghanitoii-Endi- 
eott, X. Y.. to general manager, 
WPTZ-TV. Plattsburgh. \. Y. , . . 
Ccor^r Wilson to promotion ami 
publicity director. WSTV-TV. Sleu- 
bemille. Ohio . . . Richard l)c\iiie. 
from promotion manager. KRXT. 
Radio. TV. mid Theatre. Des Moim>. 
Iowa, to assistant promotion man- 
ager, \VT\J. Miami . . . Mrs. Patri- 
cia Wilson from media hu\er. Lil- 
ler. Veal. Battle and Lind-ev. Atlanta. 
Ga.. to assistant promotion manager, 

WSOC-TV. Charlotte. V. C Hans 

J. Molmis from sales staffer to mar- 
keting co-ordinator. WGR-TV, Buf- 
falo. X. Y. 

Resigned; William T. Khimh. as 
national sales manager. WTMJ-TV. 
to enter new business to be announced 
in near future . . . Lew Rrever. as 
execulho \ .p. WX1X-TV. Milwaukee. 



Kudos: WBBM-TV. Chicago, v.p. 
Clark B. Ceorge, recipient of citation 
for "outstanding contribution to Chi- 
cago's convention business during 
1960" from the Chicago Convention 
Bureau . . . KTTV. L. \.. awarded 
Helms Athletic Foundation plaque for 
the station's coiilrihutioiis it) collegi- 
ate athletics . . . WAST-TV. Albany, 
general manager. William A. Riple. 
recipient of annual Television Man of 
the ) ear from Mbany Knickerbock- 
er Xews columnist. Waller llaw\er. 
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Nov offiHS : Corinthian II road- 
cabling. Time \ Life Building. Rocke- 
feller ("enter. Xeu \ ork City. 



Financial nolo: Slorer Broadcast ing 
declared <prarterh dividend : fort\ - 
fi\e cents per sdiare on its common 
Mock, payable 10 March, to stockhold- 
ers of record. 21 February., 1061. 
\Iso a quarterh di\ideiul of 12 and 
one half cents per share. Class B roni- 
rnor] stock. 



RADIO STATIONS 



Station- \\ JHK. Detroit, and 
KBIG. CaUilina. (.alii., look ad- 
vantage of annual lurn-over-a- 
leaf l line and ran a couple of 
caichy audience promotions. 

WJBK offered rash prizes of one 
dollar each to listener* whose New 
\ ear's resolution. funny, serious, cute, 
promising, or unpromising, was read 
on the air. 

KB10 gave away transistor sets to 
listeners who expressed himself most 
eloquently on the subject "The \e\v 
Year s Resolution 1 1 recommend for 
M\ i\ T ei*rhl)or.'* 



Ideas at vork: 

• \\ INS. New York City, turned 
the table? on dog shows with its re- 
cent sponsor product promotion con- 
test for Rival Dog Kim id by holding a 
peoples show with canine judges. To 
compete for first place in the station s 

of \merica Awards to Humans 
Shows, listeners submitted entries 
based on their abilities to perform in 
"'human field trials.* 1 Cash prizes, 
plus a Ui\al Blue Ribbon were pre- 
sented to winners. The judge-*: Judge 
Basset. Judge Bloodhound. J ndge 
Great Dane, and Judge Morris Point- 
er. 

• \VNK\\\ New York City, recent 
audience promotion in\ olving gi\ e- 
n\va\ tickets to New York's newest 
musical. Do lie Mi. drew a mail count 
of lofi.822 cards during its three week 
run. The idea: the station purchased 
200 tickets to the show and aired two 
announcements an hour inviting lis- 
teners to enler their names in the 
drawing. Winners were drawn and 
announced Christmas K\e and Christ- 
mas Da\ . 



• WIIK* Cle\ chord. Ohio, paid 
tribute to the over-worked Yule time 
postman b\ running a Postman of the 
Yrur contest. Listeners were asked to 
write the station telling win they 
thought their postal carrier deserving 
of this honor. More than 1.200 per- 
son? replied. The winner received a 
SI 00 bond and an errg raved scro 
namimr him Pout/nan of the Year. 



Thisa iT data: WLS, Chicago, re- 
corded audience gains in Pulse's No- 
vember. I960, radio survey . . . 
\VFLN\ Philadelphia, put together a 
full-rolor slide fdm for sales presen- 
tations . . . WGTO. Cy pi es* Car- 
dens. Fla.. began a new series of pro- 
grams lehroadcasting and interpret- 
ing actual material heard over Radio 
Moscow . . . KTVU, San Francisco- 
Oakland, chosen to lelc\ise the 11- 
gaine schedule of San Francisco Giant- 
L. V. Dodgers games played at L.A. 
during this vear . . . WTCN, Mimic- 
apolis-St. Paul, drew 1 .206 replies 
from listeners during a Business ln- 
r*enli\ es lest offering 50 1 1 ading 
stamps foi Finding in one. after two 
announcements. 



Happy Birthday: WGBL Srranton 
Wilkes Bar re. Pa., celebrated 36 anni 
\crsar\. 12 January. 



Ofl-hcal p ro lira in i n g : \V1)()K. 

Cleveland, aired a special doeirmen- 
tar\ review of the various existing 
Sher lock 1 lohnes organization^ around 
the world. Going along with the 
premise Hire organization's i that 
Holmes realh existed, the program 
air-tinic. 6 January, commemorated 
the sleuth's birthda\ . 



PKOPLE ON THE MOVE; Mon- 
roe Falilz from sales manager. 
\\ \BC. New \ ork City, to sales man- 
ager. WAICA. that city . . . Bob 
Crone from sales staff. National Life 
of Vermont, and Dick Jahlonski 
from WCPO, Cincinnati, to sales staff. 
WSAI. Cincinnati . . . Robert C. 
Feliliuaii from manager. W11BC. 
Canton. Ohio, to manager. WPDQ. 
Jacksonville. Fla. . . . Mercer L. 
King from manager. WJKI). Tu?ra- 
loosa. Ala., to manager. W M\D. 
Johnstown. Pa. . . . Danny S. Jarob- 
hoiu from sales >uper\ Nor. WJZ-TV. 



Baltimore. Md., to general manager. 

KOTN, Pine Bluff, Ark Holier 

E> Sharon from v. p. and general 
manager. KDFO. San Diego, to sales 
manager. KFWB. Hollywood . . , 
Stephen Kirselieiihaiiin from sales 
promotion supers isor. XBC liadio 
Spot Sales, to sale* promotion man- 
ager. WXBC. New Voi k Gil \ . . . 
John Mavasieh from account execu- 
tive. WFRVTV. Green Bay. Wis., to 
sales manager. \Vl)l Z. that cit\ . . . 
Ken Soreiisen from sales manager. 
\Vl)l Z. Green Pay. \\ is., to manager. 
KHAK. Cedar Rapids. Iowa . . . \\\ 
B. Steis* general manager. WJER. 
Dover. Ohio. WAXT). and WCX0. 
both Canton. Ohio, to general man- 
aner. and Holier t G. Clarke, from 
account executive to sales manager. 
WKJF-FM. Pittsburgh, Pn. 



Retiring: James E. Edwards, Sr.. 

president. Prairie Farmer station. 
\\ LS. Chicago. 

Station acquisition: \\ OKI), Spar 
tanburg, S. C.. bought b\ Henderson 
Belk. Charlotte, X.C from WMRC 
I ncorpo rated, the narent company. 
Sale brokered by Blackburn & Com- 
pare. Atlanta. 



Kudos: KABC, L.A.. cited as *'the 
most improved station" and one of 
the ''most progressive stations" in the 
L.A. area, by Los Angeles Times col- 
umnist. Don Pace. 



NETWORKS 



The monthly margin of increase 
in total lv net work g:ross time 
.sales slid ofT somewhat in Octo- 
ber: the edi:e. which had been 
running: 9-10^. went down to 
7.2<7 r . I 

October 1960V billings for the 
three networks: $63,261,000. The in- 
dividual billings — also out of TvfV 
L.XAdUR: ABC TV. $15,200,910. up 
21.2^ : CRS TV. S22.9T3.089. down 
2.7 r ; : XRC TV. $25,090,051. up 
9.0 r ( ' . Total Januar y-October hillings 
for all networks: $557.61 8.526. up 
9.3 ^r. 



Net iv sales: VBC T\ : Meiinen 

lCre\ I participation in Adventures 
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/// Paradise. Cheyenne, and floating 
20$ . . . Siuioiii/. I I )aneer-Kit/gerald- 
Sainplel. in /'A/' /w//r t£ Jones. 
The Islamists, I\ tuning 20 v. and \\ alt 
Disiiex . . . I'liion Carbide ( l\>l \ I 
in itlretitttt es in Paradise. Che^emn\ 
and \ahetl City . . . MIC TV: Block 
Drug: i>SC\Bi co-sponsorship of 
The Tall Matt . . . PXO. Jack Paar 
Special. NBC TV. SI January. 



Net ratlin sales : V!HI: Olds mold It 
I I). P. Brother I sponsorship of Ping 
Crosby Calf Tournament. 22 Jaunarx. 



Net programing notes: CBS TV to 
del) ut new hour-Ion g frontier series. 
Ctutslittger. 9 IVbruarx . Sponsor : 
Rex nolds Tobacco I Est) I . . . \P>C 
TV's Ileal the Clock replaced 1>\ Sunt- 
her Please . . . .Mutual Radio setting 
a^ide some sex en dax time programing 
hours f* > r its on-the-sceue eoxerage of 
the inauguration. 20 Jaunarx . 



Retiring: CBS Hadio staflers. I. S. 
(Zae) Becker, v. p. in charge of 
business affairs, and William II. En- 
sign, account executive 1 in the net- 
work sales department. 
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REPRESENTATIVES 



Hate.«* tor national radio spot 
went up slightly in I960 accord- 
ing to Kat// I attest Spot Katlio 
Budget Estimator. 

For the 150 markets listed. daxtime 
rates were V t higher than 1959. 
while nighttime rates showed a frac- 
tion increase 1 of 0.2' r over the \ear 
he fore. 

Katz's Estimator also gi\cs a break- 
down cost of 12 one-minute announce- 
ment- per week in the 1 50 markets 
listed, for three time brackets; earlx 
morning, late afternoon ( traffic time I . 
and daxtime I other than traffic time). 
Th° rates used are from SRDS Spot 
Radio Hates, November. 1960. issue. 

The Estimator includes also a for- 
mula for estimating the cost of 12 or 
21 announcements per week, for 
schedules of I. 6. 13. 39 and 52 
week?. 

<^ 

Voimg-TV. within the past two 
weeks, lias put together four sta- 



tion-market presentation.-* tor it* 
station*. 

Re*eaiehed and publish* *d under 
tin* direction of \ .p. Frank C Roelun. 
the hio< hiire*. point up audience and 
measurement fig in e*; coM oihcieiie\ 
chai ts. depth anal\*e* nf regional bus - 
ing and li\ ing habits a* well a- count \ - 
b\-count\ breakdown* "f retail sale* 
and bux ing income. 

The stations in\ ol\ cd : W 'l \ (.. 
Chattanooga, 'lenn. : klEMTV. Eu- 
reka. Calif.; kBHS-T\. Medford. 
On-.: kOTl. klamalh Fall*. Ore.: 
klMA-TV. Yakima. Wash.: kEPR 
TV. Pasco. Wash.; kLEW -TV. Lewis- 
ton. Idaho: KBVS-TV. Ephrata. 
Wash.: \\T\ \I. Coluinbu*. Ca. 



Rep appointments: WONE, Day- 
ton. Ohio, to II-K . . . KITO. San 
Bernardino. Calif., to Tor bet, Al- 
len <K (aunts for western represen- 
tation: and to Venard. Kin ton 1 
MeConnrll. for eastern. 



PEOPLE ON THE MOVE: I rank 
L. Boyle from manager. Detroit of- 
fice, to New York Citv stafT. Robert 
E. Eastman . . . Richard J. Have* 
from Pelr\ telex ision sales depart- 
ment, to account executive. Blair 
Telex ision. Nex\ ^ ork Citx . . . How- 
artl Rotheiiberg to eastern sales 
manager. Ex erett-Mckinnex . . , John 
E. Eriekson from Peter?. Criffin & 
Woodward, to manager. Chicago of- 
fice. Spot Time Sales . . . Edward <». 
O'Berst. returns a* account exec, to 
CBS Radio Spot Sales in New York 
. . . Jerrold M. -Marshall, to as*ist- 
ant manager. Boston office. New Eng- 
land Spot Sales. Inc. 

Peter.*. OriHin Woodward pro- 
motions: Charles K. Kiniie>. from 
sales manager. New York Citx. to ad- 
ministratixe assistant and assistant x .p. 
. . . William C Walters, from ac- 
count executive to sales manager. New 
York office . . . W. Donald Roberts 
from account executive. Chicago, to 
sales manager. Chicago, and midwest 
lerritorx . 



FILM 



CHS Films w a.* neueratiii** new 
optimism for 1 96 1 as it took a 
look back at its accomplishment* 
for the %ear just ended. 
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Throe of it> highlight* for 1960 
were these; 

• \ 30 percent increase hi inter- 
national >ale> nvei 1*J59. 

• \ network sale. Angel, to Gen- 
eral Foods and S. C. Johnson, on 
CHS TV. 

• Fern toon> # IR percent increase 
o\or I*)5 n expected to grow 5f> per- 
cent more in 1961. 



Sales: Seven Arts Associated package 
of 10 po>t-I950 W arner Bros, features 
to WOK-TV. \ew Vork ; for SI mil- 
lion . . . \ICA"g Paramount features 
to WMAZ-TV. Macon: WDBO-TV, 
Orlando: KSLA-TV. Shreveport ; 
WREC-TW Memphis; WR EX-TV, 
Roekford: YTXBF-TY, Rinhamton. 
and kGNC-TV. Amarilhi . . . Screen 
Gems* Tightrope to a total of 95 mar- 
kets . . . Ziv-UVs Sea Hunt sold in 
il> fourth \ear in 121 markets: latest 
sales are Bunker 11 ill Foods (Cargill- 
Wilson & Aeree) on \VPw\L-TV, 
Raleigh ami WJIIL-TY. Johnstown 
Cit\ : Tower Federal Savings (Lincoln 
1. Carter) on WSl IT-TV, South Bend: 
Kirkmau and Kourv Heal Estate and 
K. J. Reynolds on WTUY-TV. Greens- 
horo: and to stations KM ID-TV, Mid- 
land: \\TU().T\ . Providence: W ISV 
TV. Milwaukee: KTSM-TV. El Pn*o f 
and W DAM-TV, I lattieshurg . . . 
Stndebakci - Lark's Mister Ed on 
WWZ-TV, Detroit 



Programs producers: Ed Pal- 
mer will package 19.1 five-minute 
episodes of a howling series . . . 
Dynamic Films to svndicate Dan/iger 
Productions* The Cheaters, 



Commercials; Members of the Tv 
Commercials (Council for the Second 
American Tv Commercials Festi- 
vul to include these advisors: Jnlin 
P. Ciiiiniiighnni (CSYH. Barton 
A. Ciiminings (Conipton I , Bryan 
Houston (FRC&IIi. Cbarles Kebb 
niaii fY&R). Mnrgot Sheriiiaii 
(MeC-E), .1. E. Burke (Johnson &■ 
Johnson). Kirhnrd E. Dnhc (Lev- 
er), J;iines S. Fish (General Mills). 
E. I*. Ccnock (Eastman Kodak), 
M. M. MuMerpool (CE>. Jack \\ . 
M iiim* ( Plymouth- Valiant) . Knlph 
P. Olmstond I Kellogg), Julius 
Kmlnm iner ( Raven) . I Inrrv F. 

* 

Scliroetcr ( National Rbruit * . Don"- 



las L. Smith (S. C, Johnson), Al- 
fred Win t taker (Bristol-Myers) . 
and U. \\\ Young Jr. (Colgate- 
Palmolive) : in addition, judges to in- 
elude Ben A let irk (Grey), Arthur 
Belkiire. (RRI)Oj, Herman Bis- 
chutf IIIM, DnVe Bofloy (McG- 
F). Jn\ E. Bottomley (LaRoehe). 
Alexander E. Caimvell (BBDOl. 
Joseph IL Dnl> (DDR), Lincoln 
Dlniiuint (D&C). Lawrence E. Dn- 
Pont (l rae\ -Locke ) . Mark A. For- 
gette (JWT), S. J. Froliek < FRC& 
11), Ihiunti Fnelis lY&R^ Pierre 
K. Garai (ORM). Patricia 1L 
Grossman CMeC-E), William II. 
Gihbs (JWT). Bernard llaher 
(BBDO). Ktdlo W. Hunter i EWR&- 
R), Kcnsinger Jones (C-E). Law- 
renre LaBelle I Knox-Reeves) . Wil- 
liam LaCava (C&W). W illiam J. 
Lewis (Ma ton) . 31 ark Lawrence 
(MJ&A). DaUd IL McCall (ORM), 
Suzanne IL Mnlkns W. Ayer), 
James Manilla t MeC-E ) , Robert 
S. Murker (MJ&A). Arthur C. 
31 aver ( 1 l&G) . Cn rd nu 31 inter 

■ 

(Burnett). Newt M itzinan (ORM), 
Roger Prvor { FC&B) . Phvllis Roll- 
inson (DDR). Marshall G. Rothcn 
iK&E), Ah in N. Sarasobn (K&E), 
Juek Sidebotlinm (V&R). K. C, W 
Snvder CNL&B). Rrnee Slander- 

* 

111:111 (Mehlrum & Few smith). Stnn- 
le) r TnniHMilianni (K&E). Alan 3L 
Ward (RRDOh Gtirdon \VebhtM* 
(li&R). Honper White I Burnett). 
Dtmabl Widlnnd |J\VT). Samuel 
C. Znrieb (X. W. Aver). Lurrv IL 

* * 

Israel <T\ \R ). Reutriee Adams 
(Television Magazine). W. Richard 
Brunei' ( Printer's I nk) . llarrv 

* 

Wavne 31 cM a linn ( Advertising 
\<seh Jtilin E. MrMillin ( SPON- 
SOR) . and Merrill I'nnilt (T\ 
Guide) . . . Jtilin l\ Vtliertoii to 

Will mm" St reech Prod net inns as v.|>. 
musical director . . . Louis 3lueeiolo 
appointed e\ecuti\e v.]>. of pro<Inction 
for ARTS . . . The llarwahl Coni]>auy 
of Evanstnn announce."- new fcatnre> 
on its Model *'l ln>peet-0-Fihn 
equipment. 



PEOPLE OX THE MOVE: Rus- 
sell Karp elect t*d secr<Marv of Screen 
Gems; two la\v\cr-iiegotialoi> added 
to his eon tract negotiations depart- 
ment: Se\ iik»iii* Horowitz and 3li- 
ehnel Eraiiikfurt . . . Rieliartl llain- 
linr<jer ])nnnole<l to New ^ ork Cit\ 
^alc^ manager for Ziv-l \. 



PUBLIC SERVICE 



Publie r-er\iee in action: KLZ, 

Denver, in its report for I960, stressed 
public service and news programs . . . 
WOOD-TV. Grand Raphb. Mich., 
began its second semester of its public 
affairs program. Ten Q'CAocL Scholar 
. . , KARC, Radio, L. \.. selected for 
its January public service project, 

Blind Men of Vision, lne WKY- 

r W* Oklahoma City, for the sixth con 
secul'ne session of the Oklahoma leg 
islature. televised the opening legis 
lative session and the Governor's ad 
dress . . . Radio and tv station execs 
of Pennsylvania will get together at 
regional meetings this week, to heai 
the storv of the 1961 Radio Free 
Europe fund . . . 



Kudos: \VT1I\ Charleston. W. Va. 
recipient of certificate of merit from 
Cooper Tire & Rubber Co.. Findlay. 
Ohio, for "outstanding public service 
programing in support of a Cooper 
sponsored \ehicle safety-check pro- 
mam.'*' 

Puldic service ideas at \*ork: 

• WDZ. Decatur, 111., inaugurated 
a public service award program to 
pav tribute to men in the cit\ s police, 
fire, street ami water departments. 
The IFDZ Superior Service A ward 
will be presented to a deserving city 
departments person once each month 
for ''outstanding sen ire and devotion 
to hi^ work, above and be\ond the 
call of duty." The final choice in can- 
didates recommended for the honor 
bv department heads, will be made 
by the WDZ news MafT. The award: 
a S25 1 T .S. Sa\ings HoiuL and a cer- 
tificate of commendation. 

Public service programing: West- 
iughouse Broadcasting debuts its 
new 13 half-hour t\ religious series. 
Faee of the World, over KYW-TV. 
Cleveland; KDKA-TV. Pittsburgh: 
WBZ-TV, Boston; KP1X. San Fran- 
cisco; WJZ-TY, Baltimore, Md., and 
WNEW-TV. New York City, this 
month. The scries was produced by 
WRC in cooperation with the Jesuit 
Missions. National Information Cen- 
ter . . . \V()\V(), Fort Wavne. India- 
mi. began a series of l.vmiuute pro* 
grams, Scoreboard of American 
Science, featuring leading scientists 
and educators. The series was pro* 
duecd ]>\ the Kdixm FcHindatioii. ^ 
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Irv Lichenstcin, a lo-\onr lnoa<lca>liug 
\eteran, lias joined Mutual Rntliu a* direc- 
tor of ad\erli>in», ^nles development, and 
promotion, a newh rivaled po>t. conies 
to MHS from National Telefilm \\lieve, {my 
the pa>l three rear*. In* had been general 
manager of its Xewark, X.J. radio sialion. 
\\ A\TA, and director of promotion and 
merchandising for the parent roinpaii). 
Pre\ ionsh , he wa.* director of promotion and exploitation for ABC 
Radio, lie is tin* recipient of a number of awards, eight from K Mi. 

Harry Trenner has been appointed direc- 
tor of western sales de\eIopinenl for HKO 
General. In his new post, he will he head- 
quartered in L.A. and will be responsible 
for the West Coast sales development for 
all the Rk() stations. Trenner, who en- 
tered the broadcasting field in 1939. was. 
most reeeullv, an independent broadcaster 
with a proprietorship interest in WFEC. 

Miami, WRVM. Rochester. A.Y.. ami WlSX^i . BnlTalo. \\Y. I reviou- 
Iv. he was \ .|). in charge of sales for Mutual Broadcasting S\*lmi. 





executive for the NT V 1 
Reed, lie served with 



Keith C. Dare has been appointed sales 
manager for \Y\BF-TV, Triangle's Biuu- 
Hampton, New York, Malion. Dare conies 
to WXBF-TV from W11CT. Hartford. 
Conn., where he had served in a similar 
capacity. W11CT has been sold to RKO 
General Teleradio for use in pay tv e\- 
|)eriments. Prior to his affiliation with 
the Hartford station. Dare was an account 
'ilm Xetwork. ABC Radio. Kalz. and lleadK- 
the Armed Forces durius World \\ r ar 11. 



Fred L. Bernstein hns been named vice 
president and director of station relations 
for Radio-TV Rcpre^entalh e.<. Inc. His 
appointment triggers a large expansion 
program for the rep firm. Bernstein, who 
hrings to his new post some 14 NoarS in 
radio and tv experience, both from the 
local station management level to the na- 
tional spot field, was most roeentlv asso- 
ciated with International Good Music and The Heritage Station^. 
Farlier. he was an executive \ .p. and gen. mgr. of Cordon Bdcslg. 





POPEYE 
and BRAKEMAN BILL 

WWL-TV'$ big new afternoon 
show scores with the kids! 

Brakeman Hill runs the best 
known railroad in these parts, 
;i model train that's the envy 
of every child's eye. Big enter- 
tainment package includes Pop- 
eye- X* Hugs Bunny ca r t oo ns . 
The kids find their favorite 
shows on YVYVL-TV! 

Represented nationally bv Katz 

WWL-TV 

<3b NEW ORLEANS 
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INTRODUCING THE NEW 

HOTEL 

39th St.. East of Lexington Ave. 

NEW YORK 

Salon-size rooms • Terraces • New 
appointments, newly decorated • 
New 21" color TV • FM radio • New 
controlled air conditioning • New 
extension phones in bathroom • New 
private cocktail bar • Choice East 
Side» midtown area • A new concept 
of service. Prompt, pleasant, un- 
obtrusive. 

Single Si 5 to $22 Suites lo $60 
Special rates by the month or lease 

Robert Sarason, General Manager 

ORegon 9 3900 
Teletype NY 1 4295 
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frank talk to buyers of 
air media facilities 

The seller's viewpoint 



Ibout two-thirds of all television programing is roughly classified as day- 
iime. ft accounts for less than half of all tv revenues* hut can he the differ- 
ence between profit and loss for stations or networks, states Edward IMeier. 

IHC i .p. i/i charge of tv daytime sales. Outlining the ways daytime tv is and 
can he used. Illeier further points out that ^daytime tv's selling force is fre- 
(juentl) greater than other media that produce cost- per-] .000 homes of three 
dollars or five dollars or seven dollars. There arc countless success stories 
,oj direct S(des increased in the drug. soap, toiletries, and food fields.' 




Are you underestimating the power of daytime tv? 



H o\v can you bin what }ou don't sec? \ I most ever) 
form of national advertising has concrete meaning to its 
buyer.% clients, llieir personnel, account executives, media 
huvers. el al. You see your own evening television shows, 
vonr own evening spots, read jour ads in newspapers or 
see them in magazines, hear them on radio or- at worse— 
take home page proofs sin* rounded b\ oceans of white 
space that make a print ad look even belter. 

The lone exception to personal "'feel" of advertising is 
da\thne television. Obviouslv. those who buy advertising 
work <luring the hours when daytime, is performing. 

It is now a common fact lhat the "bikers' market" in 
daytime tcle\ ision lias furred prices into a range where 
cost -per- 1.000 homes are obtainable in the vieinitv of onh 
M. 25. Vet. daytime tv s sidling force is frequently greater 
than other rued ia lhat produce cost -per- 1.000 homes of 
three dollars or h\e dollars or seven dollars (mam wom- 
en's magazines i . Nevertheless, dav lime t\ perforins ex- 
traordinarily well. Then 1 are countless success stories of 
direct sales increased in the drug. soap, toiletries, and 
food fields. 

Ihjl because all but the most sophisticated buvers have 
no direct "feci" for davtime. there are altogether loo few 
clionls who give it the prime consideration il earn?; H\- 
amine the most sophisticated advertisers of household prod- 
ucts and \ on will find imi \ crsallv liea\ \ users of the 
medium. 

How is il used? Well. davtime falls into Several rough 
categories: 

\. W omen's da\ lime On tin 1 network, ihese art 1 I he 
snap opera*, audience participation shows, comedies ami 
rerun* of uiiihltime him shows. 1 his is the bread ami 
butter of da\time programing and of da) lime advertising. 
It is. of course, supplemented b\ local stations wilh their 
own km mis of svndicatcd shows and local feature (dm* or 
sci \ ice programs, 
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The one thing all ha\e in common is lhat the low rales 
and high efTcctiv eness of these programs produce remark- 
able sales results for advertiser*. 

I>. Children's daytime- -There are se\eral categories: 
network pro-school shows, such as Captain Kangaroo and 
Pip The Pi})er. older-appeal children'- programing, such as 
Kin Tin Tin. The Paul WincheU Show. Shy King, ct ak 
Lorall). stations do a verv fine job with stripped phns of 
Popeye or Little Rascals or syndicated runs of such pro- 
graming hits as Huckleberry Hound. 

In ever) case, a children's audience is a responsi\e audi- 
ence. The rales are h>\v. Frequently, cartoon characters or 
live personalities add strong personal selling and merchan- 
dising to these high audience-appeal programs. Several 
whole industries have been revolutionized b\ children s 
da\ time television, like tin* lov business, the speciallv cake 
business, etc. Children s davtime tv also works — hut who 
but kids (who bu\ or make their mothers bin I see il? 

C. Teenage davtime- Dick Clark, his contemporaries 
and imitator,* are proper!) called the b 'l*ied Pipers of Tele- 
vision.' Their audience appeal is good (and not onlv with 
teenagers, but with post-teenage housewives as well L I his 
bin ing-conscions. dollar, and active audience also responds 
in direct ratio to television advertising. Hut. n"niu. does 
the actual Inner of advertising ever see and "fc<T* these 
programs? No unless he s a sponsor of one of ihenu and 
then he eerUnnlv feels it in the market place. 

I). There an 1 other use- of davtime tv. of course. Week- 
end sports but these are known and watched b) sponsors. 

The broadcaster's and his seller's problem then is 
simplv to educate the Inner on the ndv milages of what be is 
missing. Toward thai end. all branches of Iv sidling have 
expanded their activilics and produced fruitful results so 
far. It is most rewarding to see new client after now client 
get sales results from program?* he has probablv never seen. 
\nd. once sold, client- stav on television"?* davtime. ^ 
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HITCH 
YOUR SELLING 
TO AIR MEDIA BASICS 
AND WATCH YOUR SPOT ZOOM 




I960 AIR MEDIA BASICS $2.00 



REPRINTS 



TIMEBUYING BASICS 
TELEVISION BASICS 
RADIO BASICS, FM BASICS 



/ to 10 
10 to 50 . 
50 to 1(H) 
100 to 500 
500 or more 



40 cents each 
30 cents each 
25 cents each 
20 cents each 
15 cents each 




To Readers' Service. SPO.XSOR, 40 E. 49th Street. .X. Y. 17 

Please send me the following: 



.'60 AIR MEDIA BASICS ISSUE 
.TIMEBUYING BASICS 
.TELEVISION BASICS 
.RADIO BASICS, FM BASICS 
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ADDRESS 
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First round to Landis? 

The new - that president-elect John F. Kennedy had named 
Newton K. Alinow to the vital post of ehairman of tin* Fed- 
eral Communication?; Commission came as a shock and sur- 
prise to many in the broadcasting industry. 

Miaow, a Chicago lawyer and former administrative as- 
sistant to Adlai E. Stevenson, is 34 }ears old and almost 
wholly imknown in radio tv curies. 

Until the Kenneth announcement manv hroaeleasters had 
believed the job would go to FCC veteran Robert T. Bartley. 
a member of the commission since 1952. 

Most obvious inference to be drawn from the Miirow ap- 
pointment is that President-elect Kenned} is taking very seri- 
ously the proposals of advisor James Al. Landis for a com- 
plete overhaul of the regulatory agencies. 

While it i> expected that some phases of the Landis report 
a re going to lace stiff opposition in Congress, there seems 
little doubt that the first round of the struggle ha> gone to tin* 
ex-Harvard Law School dean. 

Question: Will \1inow follow Landis in thinking that tin* 
network* "exercise too much influence on the FCCr 



Tune in our competitor 

Our bat is off to W illard Walbridge. general manager, 
KTRK- T\ \ Houston. Few men would have made the gesture 

which he made reecntlv. 

>' 

Noting that a competitive Houston station ( KPKC-TX ) 
was carrying the 90-uiinute Victor} <tt Sea documentary . 
Walbridge ran announcements urging his audience* to time 
in the program, rather than the Untotichdhles which KTUK- 
TV had on the air opposite 1 it. 

Walbridge said ho considered it a service 1 to listeners to 

call their attention to a program of such "transcending im- 
portance ... a genuine work of art/* 

We auree with this anahsis. llctory was a wonderful 
docnuientaiA . But a solid round of applause is due Willard 
Walbridge 1 . tex>. fe>r having the* courage* and honcstv to pro- 
mote 1 a competitor's slum. ^ 



lO-SECOND SPOTS 

Hi Ho Buick, away ... A eop\- 
writer we know was dri\ ing up the 
Connecticut Turnpike lo deliver a 
Lone Ranger outfit to his nephew's 
10th birthday part\ when a state 
trooper stopped loin for speeding. 
When the ee>p asked. "Nov, what 
e-oulel possibly he the hurry?" our 
hero got a laugh —ami a ticket — when 
lie reached hack into his radio 'tv 
memory, slappeel a silver bullet on 
the window ledge and saiel. "This . . . 
may help . . . to explain!' 

Gertum' up, Jag: Tv comedy w riter- 
performer Jack Douglas, author of 
"Ah Brother \Va> an 6nl\ Child" and 
* e \e\er Trust a Naked Bus Driver.*' 
found himself going the wrong way 
on a one. wav street in X. Y. reeentlv. 
Recording to Leonard Lyons, a poliee- 
man also found Jaek and screamed. 

i 

4 "\Vaddsamatter, bud. you blind or 
something? Didn't you see the ar- 
rows?" "Arrows" screamed back 
Jack. "/ didn't even see the Indians!'' 

Inside stuff: Ernie Knvaes. on Take 
a Good Look, had this old hag who 
resembled Ernie Kovaes tell a Christ- 
mas story (a la Chas. Aeldams) of 
Santa tning to round up his reindeer. 
The jolly old Spirit wa* e|uoted as 
saving. "Now. let's see. there's Dasher 
and Blitzen and Rudolph and Erwin 
IVasey. Ruthrauff and Ryan. . 

Toothsome tale: This one wa< 
coined In Mori Goldberg, a CBS Ra- 
dio engineer — "The Girl with the 
Gleam in Her E\e . . . somebody 
hnmpeel into her while she was brush- 
ing her teeth.** 

The broad view: fi 'I"\e been down, 
out. and read\ lo qnii ihis business a 
dozen times.** Checkmate star An- 
thonv George told Tl Guide. "And. 
en en single time, some woman has! 
come aloii". taken an rulerot in me 
and given rue a re'al break/' Iflmtl 
business are you in. anyway? 

Republicans? This release came in 
from KTTY. Los Angeles : *'Pre-in* 
angulation special o f KTTV will fea- 
true the fdmeel half-hour Kenned) 
Story, which presents some little- 
known background of President -ele^t 
Kenned \ . Special leleeaM pre-empts 
reuuhir prourniuiim one-time onl\ — 
Januarx H." Won't there even be a 
repeat January 3. ]%.")? 
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VITAL BUY/6TH CITY/KTRK- TV 







HOUSTON 








IS FIRST 




IN RICHMOND 
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'Source: ARB Nov. 1960 



I 





AVERAGE SHARE OF AUDIENCE SIGN ON TO SIGN OFf 





In just 6 months time after 
affiliating with CBS-TV, 
WTVR again leads in Richmond | — 
both day and night. 



WTVR audience is NOW greater than Station "B" by 44.3% 

WTVR audience is NOW greater than Station "C" by 58.6% 

I I and | | 

WTVR delivers 45.7% more homes than Station "B" 



WTVR delivers 63.7% more homes than Station "C 

: More than ever before, your best buy in RICHMONC 



The South' s First TV Station 





C HAN NEL 




RICHMOND/ VIRGINIA 

Represented by Btair Television Associates 
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